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A smashing avalanche of selling messages! Regular local 
newspaper advertising and color pages in leading magazines 
repeatedly reach every community from early Spring until 
late Fall. 


Over 5,000 newspapers will carry famous Flit cartoon advertise- 
ments to more than 20,000,000 families. 


Dominating color advertising will tell the Flit story to readers of 
Saturday Evening Post, Ladies’ Home Journal and Good House- 
keeping—magazines read in more than 6,500,000 better type 
homes. 








You can’t ask for better advertising support. Flit was a sell- 
ing sensation last year. Put Flit where your customers can 
see it, pick it up and pay you for it. Windows! Counters! 
Keep plenty of Flit in stock! Flit is a fast-seller, a leader, iat 
and profit-maker. If you haven’t ordered a Flit window dis- atore 
play ask for one today. 


STANCO DISTRIBUTORS, INC. 26 Broadway, New York 
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Gowned by Bruck-Weiss 





“You are the most gorgeously extravagant person, Why, her knives and forks, with covers for eight, in the Pieces or 8 
Mixien! Te bane every piece of your silverware from set, cost but $43.50! And her hollowware, in the same motif and design as 

. - , her flatware, was not “made-to-order.” It came that way! Right out 
compotes to candelabras, made to order, to match your of the merchant’s stock... at prices that thrilled even the Scotch side 
of her! ... Without extra expense, you can have the “family tie” all 
through your Family Plate .. . if you choose 1847 Rocers Bros, 
Silverplate. 


knives and forks!” 


Miriam smiled to herself. If her 1847 RoGeErs 
MAY WE SEND YOu QUR NEW BOOK? 


Bros. Silverplate suggested extravagance... what A most charming little brochure... informal entertaining. A copy 1s 
q F h f | ; ’ ~ beautifully a . . « and con- yours for the asking. Write for 

4 y Vas | taining a gold mine of suggestions booklet 000, to International Silver 
© ig trul deceiver for the hostess on both formal. and Company, Dept. E., Meriden, Conn, 


The above advertisement is the’ first of- a special series that will appear. in the March issues of.such quality magazines as Harper’s Bazar, 


House & Garden and Country Life and in the April issue of House Beautiful. This is in addition to the campaign in the popular magazines. 

HARDWARE AGE, published weekly by the IRON AGE PUBLISHING CO., at 239 West 39th Street, New York, N. Y., U. 8S. A. Entered as second 

class matter May 22, 1913, at the Post Office at New —. oo - vict of Marek 8. 1879. (Printed in U. 8. A.). $3.00 per year. Single copies 
» aca. . , ae. . 
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Greenlee Bros. & Co. 
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Display These Tools— 


The Handy Man Will Buy Them 


HERE is in every handy man or in the 
average home owner a desire to have in his possession a sen- 
sible set of tools that will not only answer his purpose but in 
which he can take pride in using. 
Appeal to them with the right goods made up in the right way and 


selling them is an easy matter. These requirements are found in the 
Greenlee Combination Set which is illustrated above. 

The range of tools is ideal because it provides the sizes of auger 
bits ordinarily required, as well as a small brace drill and a screw 
driver bit. 

The set is convenient, since the tools are placed in a compact leather- 
ette container. This also makes possible a prominent display in the 
store. 

The prospective buyer can’t help but see the high quality and splen- 
did workmanship in these tools that are so prevalent in the entire 
Greenlee line. 

And, above all, they can be sold at a reasonable price with a good 


profit. 


Augers, Auger Bits, Drills 








The contents of this 


Combination Set = con- 
<< 


sists of one each 14, %, 
Y% and 3%” Solid Center 
Auger Bits, one 3/16” 
Wood sjoring Brace 
Drill and one 5/16” 
Screw Driver Bit. All 
are genuine (Greenlee 
Tools which is a guar- 
antee of excellence. 


Write us today for full 
information 








Rockford, Illinois 


Chisels, Gouges, Draw Knives 
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You can sell 
STILLSON 


wrenches 
in pairs 
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Sell two sizes 
at one time... 






One of the things that make Walworth 
STILLSON wrenches so profitable to handle 
as a line is the ease of doubling the unit of 
sale. 


Practically every man who has a use for a 
STILLSON—and that is a big percentage of 
your customers—can use and should have a 
pair of these wrenches. 


If he asks for a 10-inch, show him an 18-inch 
at the same time. If he wants one of the larger 
sizes with a steel handle sound him out on the 
wood handled 10-inch size for use around the 
house. 


Keep a full line of Walworth STILLSON 
wrenches on display and you'll catch a lot more 
good customers either coming or going. 


WALWORTH CO., 51 East 42nd Street, New York 
Distributors in Principal Cities of the World 


WALWORTH 


* like Walworth, is a trade mark 
which has been registered in the 
United States patent office, in 
the several states, and in foreign 
countries. 
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BIG POSSIBILITIES 
FOR BACK SAW SALES 


When the average householder 
realizes the many uses he has for a 
back saw—there will not be a home 
without one. 


A little educational work on your 
part will pay big dividends in saw 
sales. 


Show men the Disston No. 4 Back 
Saw. Let them take it in their 
hands. Suggest the following as be- 
ing typical of the many jobs they 
need it for: 


“You need it for cutting curtain 
poles, shade rollers; cutting corners 
on picture frames; sawing mitres; 
making small flower boxes and trel- 
lises; cutting grooves in uprights for 
receiving shelving; trueing up legs 
on chairs or tables, and cutting close 
work where space will not admit a 
hand saw.” 








ORIGINAL DISSTON SAW 
STILL FURTHER IMPROVED 


The first saw designed by Henry 
Disston was the No. 7. How well 
that job was done is demonstrated 
by its continued ponrularity down to 
today in the face of competition 
from dozens of other types of saws. 


Now it has been improved in ap- 
pearance! 


A polished blade and a full-var- 
nished handle now give the Disston 
No. 7 an appearance which its cut- 
ting ability merits. 


The No. 7 is made also ina Light- 
weight model with the same attrac- 
tive polished blade and _ full-var- 
nished handle. 


The Lightweight is the type of saw 
that is selling faster every day. Its 
narrow blade and lighter weight 
make it easier to use. It has all the 
features of the regular type of saw 
plus the advantage of less weight. 


Feature the No. 7 in your stock 
now—both Regular and Lightweight 
models. 






7 cts ) 


Disston No. 7 Lightweight (Ship 
Pattern) Saw 








HARDWARE AGE 

















1000 HARDWARE DEALERS ARE DISPLAYING 


THIS MEMBERSHIP CERTIFICATE 


One thousand 
members of the 
Disston 25-Year 
Club have re- 
ceived their Cer- 
tificate of Mem- 
bership. 

“We acknowl- 
edge with thanks 
receipt of framed 
Certificate of 
Membership in 
the 25-Year Club. We have hung it 
in a conspicuous place,” writes Mr. 
L. N. Wilcox, of Louis N. Wilcox & 
Son, Baltimore, Md.—a recent mem- 
ber. 


What Does It Stand For? 


Any store may be proud to dis- 
play this Certificate. While it indi- 
cates, primarily, that the store has 
sold Disston Saws for more than 
twenty-five years—it has a deeper 
significance: It means that the store 


L. N. Wilcox 





is founded on sound principles of 
sales and service, else it could not 
endure through the years. 


What is the Club’s Purpose? 


The Club was organized a year 
ago for the purpose of bringing into 
closer contact the makers of Disston 
Saws and those staunch friends who 
have sold and recommended them 
for over a quarter-century. 


Who Are Eligible? 


Any hardware store in the world 
in which Disston Saws have been 
stocked and sold for twenty-five 
years or more is eligible. It is not 
necessary that the present owners 
shall have been active in the busi- 
ness for that length of time. 

There are no dues or expenses of 
any kind. If you are eligible, mail 
the application blank below to the 
Sécretary, Disston 25-Year Club, 
c/o Henry Disston & Sons, Inc., 
Philadelphia. 














APPLICATION FORM—Disston 25-Year Club 


Please enter our application for member- 
ship privileges in the Disston 25-Year Club. 
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Published by HENRY DISSTON & SONS, INC., Makers of ‘‘The Saw Most Carpenters Use,’ PHILADELPHIA, U. S. A. 
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Graceful... . brilliantly 
== colored... . gay! That’s the 
®: flamingo. 







* Its home isthe sunny shores — 
— —= of southern lands. Through- 

“== out the world it is known as 
G — the tropical bird . . . the bird 
——= of matchless beauty i in a set- 
ting of luxurious warmth 
and comfort. 


\” What choicer name for the - 


a touch of the tropics to 
_f” your customers homes. 
Rare in heating power, it 
* bears the warmth of the 
Hamingo’s home. Of grace- 
ful design and artistic finish, 
fi _.,it matches the flamingo’s ‘ 
i 7% gay beauty. 


V \n 


You will sell a lot of 
_ Flamingo Gas Heaters. 

# The brilliant beauty and the 
tropical warmth of their 
feathered homesake will 
appeal to your customers. 
ian ekg The heater on dis- 
play will do the rest. 
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“Brings a touch of the Tropics” 


new gas heater which brings 4 
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Heatability and attractive appear- 
ance pave the way for Flamingo 
Gas Heater sales . . . . then price clinches them. 





Here is a fireplace type gas heater which combines 
all che appeals of the finest heaters made but which 
sets a new low price record. You sell The Flamingo 
‘or much less chan you can sell any other heater 
chat even approaches it for beauty, heating power, 
sturdiness and utilicy. Now you can offer your trade 
an amazing new gas heater value, and make a 
gencrous profit besides. 

Flamingo is bound co play a big parc in filling the 
great and growing demand for gas heaters which 
ornament as well as heat the home. Now being 
made in quantities by a company chat has been 
serving the hardware trade for more than 40 years. 
Ask your jobber or write direct. 
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ew Heights of Beauty 


Price Record 


BODY STRUCTURE ... Patterned after the old 
English Tudor Period fireplace. Recessed heating 
unic. Canopy top with dome. Large pedestal legs 
giving andiron effect. Specially constructed double 
radiants of cathedral design. Ornamental treatment 
by Victor Berlendis, the eminent decorative artist. 
FINISHES. . . Two types furnished. All cast parts 
either Statuary Bronze or Antique Brass. On both 
there are harmonizing Art-Chrome cryszalline body 
and base panels. Solid Phosphor Bronze and Brass 
reflector plates. 

CONSTRUCTION .. . Vented for proper combus- 
tionandaircirculation. Testedand approved cast-iron 
drilled burner. Special valve to admic either nacural 
or artifical gas. Heavy asbestos back liner to protect 
walls. 

SIZES ... Three sizes, all 21 in. high and 7 in. 
deep. 10 burner size is 22 in. wide; 8 burner—19% in. 
wide 6 burner—16 4 in. wide. (All heaters shipped 
one in a carton.) 


JACKES-EVANS MANUFACTURING COMPANY .- St. Louis, U. S. A. 










GAS HEATER ; 
“Brings a touch of the Tropics 
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More Profits for 1927" 


Send TODAY for circular 
illustrating and describing 
each set, with sizes of Taps 
and Dies, furnished. 
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Will Set you 
‘hight for 1927 


NINE SCREW PLATE SETS THAT CAN 
BE SoLp at a low price, with satisfac- 
tion to the user and a good profit to the 
Jobber and Dealer. 





Every Repair Man, Garage, Truck 
Owner, and Farmer can afford to have 
a set of these tools, they will save their 
cost in a short time. 





Send for sample on memorandum— TODAY—and see 
for yourself the value. 


Liberal Discount in Quantities. 


he bo wae ae i oS 
A . , i 4 E * y, * : 3 
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WILL INVOICE THROUGH 
YOUR REGULAR JOBBER 
IF DESIRED. 

















Our Own Stores Carrying Stock 
CHICAGO CLEVELAND BUFFALO 
DETROIT PITTSBURGH 
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Show them this 2-pinion feature- 


You can tell your customers how the double 
pinion equalizes strain on the frame and 
prevents (1) unequal wear in the bearings; 
(2) the eventual distortion of the frame 
which will cause the gears to slip, and (3) 
dat-meekes-t-Jie] (-mela-t-) e-|e (mol el- mcm elal-lel tr] Z-t- 16 
and unequal strains. 





The two-pinion hand drill gives longer life, 
greater satisfaction, and more efficient 
service. The Stanley No. 616 is an excellent 
oP t i Mit) ee licr-Tacliialemet-t-mr-lale Mt Mm olli @elal-me) ar: la 
extensive line of boring tools. 


Selling points of the Stanley No. 616 Hand Drill 





1. Main frame of steel throughout. : 
2. Two-pinion gear eliminates strains 
and increases life of the tool. STANLEY 
’ , Hand Drill 
3. Wide-flanged, machine-cut gears. No. 616 
4. All-steel chuck—hardened jaws. Pe 
5. High nickeled finish. tensive line of 
6. Hardwood handles and knobs. quamty bor- 
ing tools. 


THE STANLEY RULE & LEVEL PLANT 
New Britain, Connecticut 


New York Chicago San Francisco Los Angeles Seattle 


[ STANLEY ] 
(Sw) 














STANLEY TOOLS 
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AMERICAN 
BUILDER 
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She Six Leading 
Bit Buyers 
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More Irwin Bits are asked for by name in hardware stores 
all over the country than any other Auger Bit. 


Genuine Irwin Auger Bits are most consistently in demand. 
There is no other more complete line of Auger Bits. No 
other Auger Bit sells more quickly nor more profitably. 


They are purchased by many people for many purposes. 
The demand is widely scattered, yet a goodly portion of this 
demand is concentrated and the balance of demand follows 
the lead of this concentrated buying power. 


The demand for Auger Bits has been carefully analyzed, 
and it has been found that carpenters, electricians, voca- 
tional schools, farmers, home mechanics, and plumbers are 
the big buyers of Irwin Auger Bits. 


Satisfy the demands of these six major groups and the rest 


ett 


IANS 
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Prefer Genuine 
IRWINS 


of the trade will fall in line, assuring you of swift-moving. 
profitable, clean stocks. 





Irwin advertising appearing in selected publications to 
reach these groups is stimulating and increasing the demand 
for Genuine Irwin Bits. 


Carry a complete line of Irwin Auger Bits and you can be 
sure of satisfying your. customers’ demands without any 
other brand in stock. Irwin has cultivated the six major 
markets that guide the trend of bit demand. 


THE IRWIN AUGER BIT COMPANY 
WILMINGTON, OHIO 
*‘Largest Makers of Woodboring Tools in the World” 


European Agents: Markt & Hammacher 
193 West Street, New York City 
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AJAX 
Sanitary 
Fountains 





Sexton’s Safety Gasoline Cans 


—— 
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Created demand sells the 
SEXTON QUALITY LINE 


I:Xvery item in our line is manufactured to meet a demand 
which already exists. The original designs and dependable 
construction of Sexton Products help materially in making 
AJAX Ash Cans with Nu-Rib the sale 4 


’ 
Pt cee cae tls A aie RR IT 





When you stock these products, you stock a sure selling line 
with quality-—an outstanding value apparent to every cus- 


tomer. 
Sanitary Fountains, Gasoline Cans, Galvanized Ash Cans, 
Sifters, Refrigerator Pans, Garbage Pails, Kerosene Cans, 
Poultry Supplies, Measures, and Tunnels are among the 
fast selling Sexton items. 


Send for Complete Catalog. 








< 2X SEXTON CAN CO. }{ } EVERETT STA. BOSTON Kt 














AJAX Galvanized Garbage Pails 


Refrigerator Pans 
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CARPENTERS’ CHISELS 






So me a hon To 
ae” “On 7 6 G 10.79 
t Fie No. 370 om 


St 





Ss” Long 
Socket Framer 


AND OF COURSE THERE ARE OTHERS 
THEY-ARE ALL THE CHISELS OF THE AGE 


THE STURDY ONE-PIECE CONSTRUCTION 
THE TOUGH RUST-RESISTING STEEL 
THE KEEN LASTING EDGE 
THE BEAUTIFUL FINISH 





THE FACTORY sranp 


HARDWARE COMPANY 


Hal yarowa RS 


Buyers 
atalog 





Reg. U. S. Pat. Of. 


TORRINGTON, CONN., U. S. A. - 
New York Office: 151 Chambers Street 
ESTABLISHED 1854 INCORPORATED 1864 
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THE FIRST BIG SMASH 


Telling millions of home owners that spring-time is fence-time. Main- 

Re Ae ea a taining the tremendous yearly demand for Cyclone “Red Tag” Lawn 

Fence and Gates. This ad will send fence buyers to your store. Cash in 

Saturday on this “ready-made” business. Have a good stock of Cyclone Fence 
ne and Gates on hand when your customers call. 
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A copy of our 
1927 catalog has 
been mailed to you. 
If you did not re- 
ceive it, phone, 
wire or write to- 





Mark 
day. Quality.’’ 
© C. F. Co. 1927 
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FRIEDMAN'S AUTO SUPPLY 
7 W. Girard Ave. 
Philadelphia, Pa. 


The Vichek Tool Co., 
Cleveland, Ohio 





Gentlemen: 


That board of yours has sold a lot 
more tools for me than I had been selling 
before. It certainlv attracts a lot of 
attention, and I always did claim that 
showing merchandise is half of selling it. 
Keep vour display board right on the floor 
where everybody can see it. It has been 
fine for selling hammers, wrenches, screw 
drivers, pliers, etc. Your board has 
been a big help. 


Yours very = 1$ ) 








Another Philadelphia Dealer Writes 


N° fuss nor feathers about what this Philadelphia dealer 
tells us on the subject of the Velchek Board. He likes the 
board and wants us to know it, and he wants you to know 
it. Experience has shown that a $15 stock of tools, well dis- 
played, is worth as much as a $100 stock on the shelf. The 
increased turnover makes the difference. 


Try it! If the Velchek Board sells tools in Philadelphia, it will 


sell them in your store. Write today for complete information 
and name of your nearest jobber handling the Velchek line. 








THE VLCHEK TOOL COMPANY 


This Board 3000 East 87th Street - - Cleveland, Ohio 
Sells Tools Foreign Department: 53 Park Place, New York City 











Please give me 


The Velchek Board 42 
SELLS TOOLS/ 
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Get this Jersey Equipment — 
Increase Your Screen Cloth Profits 

















We Make Sales 
For You 


by persistent national advertising. 
Show your customer the JerseyT ag 
at the end of roll. He will know. 

We furnish customers with 
store and window display material. 

A window display of screen 
cloth now will start early buying 
for the repairs and renewals need- 
ed in the Spring. 


TRADEgJ a *) & 6D 








ASIER sales, quicker sales, bigger 

sales—that’s the experience of 
hardware merchants everywhere, in 
using this Jersey Equipment. 


Why not do the same? Increase 
your own screen cloth profits! 


You can obtain FREE OF COST 


any one or all of the following: 
Jersey Screen Cloth Rack, 


Jersey Screen Cloth Measuring 
Machine. 

Table Equipment for Measuring and 
Cutting Screen Cloth. 


The Screen Cloth Display Rack 
influences customers to buy—and it’s 
convenient for you. The Measuring 
Machine and Cutting Table Equip- 
ment give you facilities that greatly 
reduce time, waste and annoyance. 


This is the most complete and 
most practical equipment of the 
kind ever offered to dealers. Testi- 
monials on file from many merchants 
who used the equipment last year. 


Write for information how you 


Jers ey Copper 


may obtain it without cost. Ask for 
pamphlet which illustrates and de- 


scribes it fully. 





Be prepared to do a bigger screen 
business this Spring. Get this equip- 
ment and put in a stock of Jersey 
Copper Insect Screen Cloth—if you 
do not already have it. 


Sell Jersey Copper. Then your prof- 
its will increase every season. Jersey 
Copper lasts years and years without 
repairs. Every user tells his friends 
about it and where they can obtain it. 


Jersey Copper Screen Cloth is 
99.88% pure copper. It is the only 
cloth woven from Roebling wire, and 
has extra strength and stiffness due 
to the special Roebling process. 


For quick delivery of a Six-Roll 
Sample Order, write — The New 
Jersey Wire Cloth Company, 628 
South Broad Street, Trenton, New 
Jersey. Stores and Agencies in leading 
cities. 

All Grades of Wire Cloth 
Made of All Kinds of Wire. 


INSECT SCREEN CLOTH 
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THIS HAS BEEN GOING ON 
FOR SEVERAL MONTHS— 


One of the articles we make and sell through the hardware trade we noticed 
gradually building up an immense sales volume, all with no special effort on our 
part. That article is the Simonds Special Hand Saw File made in 5%, 6 and 


7-inch lengths. 


Well, we began to sit up and take notice. 
True, we have developed a special shape of 
Hand Saw File with a cut of teeth most suit- 
able for Hand Saw filing. But the big point 
about it was that carpenters and saw filers 
once they had tried the file, swore by it as 
absolutely the best they had ever used—and 
they continued to buy. 


Here was a case of good goods creating 
a market by virtue of their quality. 


We decided to bring this file to the attention 
of thousands and thousands of Carpenters 
who may not even have heard of it before. 
We advertised it in a full page space in “*The 
Carpenter,” the official journal that is care- 
fully read by four hundred thousand active 
carpenters. 


This will create a much larger demand. 
More Dealers will be asked for the “Simonds 
Special Hand Saw File.” Hundreds, yes 
thousands, of Carpenters have written directly 
to us about this File during the past few 
months. ‘They say such things as this: “I 
have tried your files and found them the best 
I’ve ever used. One of these Simonds Files 
will outlast two of any other make. I have 
filed 22 saws with this file and it’s good for 
quite a few more filings.” 


Hundreds of carpenters may not think to 
ask for it by name but would readily buy it if 
a small sign in your store would just remind 
them that you sold the Simonds Special Hand 
Saw File. Or, another way to increase your 
sales would be to have clerks when making 





sales of any articles to a carpenter just tell 
him that you would like to sell him some 5i- 
monds Special Hand Saw Files. It will make 
another sale for you in a great many Cases. 


The file is a decided improvement over the 
Slim Taper File formerly used for this pur- 
pose. It sells for a few more cents each. It 
gives a greater amount “of service which far 
more than makes up for those few cents. There 
is a good margin for the Dealer—youll like to 
sell it. 


Now, you may not have this file in stock 
but we want you to know about its sales pos- 
sibilities. We urge you to stock a few dozen 
and try it out. Don’t overstock, just get suff- 
cient to find out how well vour customers like 
it and that will be sure proof of whether or 
not to re-order. 


We urge you to do this no matter what line 
or grade of Files you may carry. For a Hand 
Saw File put in the Simonds Special—mostly 
6-inch—and let it take the place of some other 
file item you can cut out. 





Any Jobber can get these Files for you, 
though at present many of them do not carry 
it in stock. In case your Jobber cannot or 
will not accommodate you send your order 
direct to us. 


List Prices subject to regular* discounts. 


ts ela ee aoe ok tn deea eewues $3.80 per Doz. 
RSS error re rere 4.50 per Doz. 
eee ee ee ere 5.40 per Doz. 


SIMONDS 


SAW AND STEEL CO. 


Hardware Dept. 


Fitchburg, Mass. 


Branches throughout United States and Canada. 
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Bigger Sales Value! 


STOVER “Red-Spindle” 


Trade-Mark 


DAMPERS 


Made with 


REVERSIBLE 
oy a ire Grip Nickel Plated B LADES 


Good as they have always been, Stover Dampers 
have been further radically improved. They are 
now made with reversible blades and can be easily 
identified by the “Red-Spindle” trade-mark. Yet 
they cost no more than any good damper. It will 
pay you to carry the best. 











Note These 
Outstanding 
Features: 


GRIPS: Either 
coiled nickel plat- 
ed wire or black 
enameled wood. 
rere rey Style “B” W ood Grip 

. roof’ 
SPRING: Unus- ae rene 
ually strong and larger than in most dampers. 
LUGS: Form positive locking device which holds 
blade rigid on spindle. REVERSIBLE BLADE: 
Spindle can be inserted from either side. REAM- 
ER POINT: Easily penetrates pipe. Wood han- 
dled type can be driven with a hammer. All these 
points make Stover “Red-Spindle” Dampers par- 
ticularly desirable. Stock them now and prepare 
for an unusual demand. Made in 3 to 12-inch sizes 
with round blades; 51% to 8-in. sizes with oval 


blades. 
Ask Your Jobber 


STOVER 
“RED-HEAD” 


Trade-Mark 


MOP-STICKS 


Are absolutely rustless. Comes 
in standard domestic size with 
a fine waxed hardwood handle. 









ustless ! 
* anes ~ Packed one dozen in a sealed 
Hardwosd shipping carton to reach the 
Waxe dealer in an undamaged con- 


Handle dition. Next time you order, 
specify Stover “Red-Head” 
Mop Sticks! The Stover “Dirt Hound” line of 
mop sticks includes 20 sizes and styles for every 


kind of service. 


If Your Jobber Hasn't Them, Write to 
Stover Mfg. & Engine Co. 


HARDWARE DIVISION 


802 East Street - - Freeport, Ill. 


Also Makers of Waffle lrons, Spring Hinges, Andirons 
and Other Hardware Special 





Brookins Oil Measures 


Prevent Even the 
Appearance of 
Substitution 


UST now the use 

of Brookins 

Measures by 
garages and filling 
stations is of even 
greater importance 
than ever _ before. 
Any other type of 
measure that must be 
filled in advance sug- 
gests the possibility 
of substitution. 


And because of the 

astounding stories of substitution now appearing in 
magazines and newspapers car-owners are becoming 
increasmely careful about buving oil. You will do 
your customers a service in telling them of this 
situation. 


The oil dealer cannot now afford to risk his reputation 
by serving oil that is not drawn into an open measure 
in the presence of the customer. He’ must show cus- 
tomers that he is entitled to their confidence. He 
must let them see their oil: drawn from a properly 
marked drum or pump. And if he uses Brookins 
Measures that is what he does. 


With a set of Brookins Measures, the oil dealer can 
serve one te four quarts of oil easily, quickly and 
accurately in one operation. He can keep the line 
moving faster during rush hours. 


The Brookins Measure is the most widely used oil 
measure made. It is the most convenient. It requires 
no funnel. The flexible metal hose easily reaches 
any oil intake. The handy thumb-valve controls the 
oil flow. There is no over-flow, no wasted oil, no oil 
spilled on the owner’s car. 


If you have a customer who is 





Brookins Gasoline 





not yet using Brookins Meas- 
ures, show him why it will pay 
him to discard his old equip- 
ment and get a set today. 


THE BROOKINS 
MFG. CO. 


342 Xenia Ave., Dayton, Ohio 


Drain Tank 
Permits crankcase 
service without 





drain pit or rack. 














Brookins Oil Measure 


Durably constructed. Prac- 
tical in operation. Conve- 
nient to use. Made in one, 
two and four quart sizes. 
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OPINION 
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If vou are not offering 
your customers a Varnish 
that you know is made 
Bes | gaat : from time-tested materials 

“a4 1 te toon [ee e | pu baie | | —as YOU would make it 
6.0% | ~~ _@) _aw/f i to protect your own prop- 
a | | erty—can you not better 

} | ensure the good will of 

=e OE 7 your trade by offering and 
. : ; recommending a VAR.- 
NISH QUALITY certi- 

fied to by the formula lith- 

ographed on every can? 


On 

© Hundred Percent Pure y 
Om tree from 0%; s 
' gum aso 


NON VOLay Le 


a Martin’s is made of Pure 
( gee og 00bT Fossil Gums, Pure Vege- 
cman . table Oils— Pure Turpen- 
tine. 
“Know What 
You Buy” 


NO ROSIN 


ERY IR TO nore 
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USINESS life insurance is simply the mer- 
B chant’s wise choice of well-known products 
whose quality never varies from the best and 
whose reputation for service and economy assures 
the purchaser of full value for his money, always. 
The quality merchant builds and holds a reputa- 
tion as the best place to trade. 
Monarch 100% Pure Paint is, unquestionably, 
the best that money can buy. The formula that has 
appearedson every can for nearly half a century 
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proves this to you. Pure carbonate of lead, zinc 
oxide, linseed oil, turpentine drier and pure colors, 
properly proportioned —no adulterants — no sub- 
stitutes. 

There’s a perfected Martin-Senour product for 
practically every known surface protecting and 
beautifying need—each one a business builder and 
profit maker. Tit us tell you about the M-S Suc- 
cessful Sales System. A post card will bring the 
details to you without obligation. 


Chicago-Brooklyn-Linco/n-Los Angeles -San Francisco-Houston-Da/las 


-* 
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* eh" Delobos- 


Piece 
: aks Line of Oil Cans 





Delphos Oil and Gasolene Cans are thoroughly HAND MADE 
products with a Quality appeal. 








Note the One Piece Spout and the Large Filler Opening securely 
clinched into breast of can. They cannot be knocked off. The 
edge of the cap is curled-—no raw edges. Top is heavily knurled. 
These sturdy cans are snade with a bead in the body just above 
the seam that extends entirely around the can, stiffens the body 
and protects the seam from injury. Note size of filler openings: 
2” diam. 
wah, GP. cc ciccecsstare «Glee. 


ee we WO i ens au tae 2 
c 


3 and $ 


Furnished with Red or Blue striping as desired. Write for Folder 
and Discounts. 


~ The New Delphos Mfg. Co. 


Delphos, Ohio 


EASY 


ciear PUMP STANDARDS 
- >, OPERATING 
* . €OG-GEAR 
1% OPERATE a5 135 OEASIER “VO 












MYERS 
ROLLING 
MOTION 




























HE Myers Defiance Pump Stand is de- 
signed for the kind of service you would 
demand of a pump stand if you were pur- 
chasing it for your own use. A stand that you 
can recommend without reservations. One that will 
answer for any installation within reason. Shallow or 
deep wells—large or small cylinders—hand, wind, en- 
gine or motor operation—it’s difficult to find a stand 
that equals it for all-round sales and service. There’s good profits for 
the dealer—there’s satisfaction for the buyer—what more could anyone 
desire? Catalog and prices to the trade. 
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PUMPS FOR EVERY PURPOSE 
TT aU ime? Cell Lomnele) @_raelele)- 27-4 [ei a. 2” 
P- a 7 | oo), = eee OF. Ee @ Tt 





+ sn pty recat: ata vrhlpeplir tiene te ms am ye aN A 


arene tna ei eC eC OER nee et tn roman 














22 HARDWARE AGE March 10, 1927 


CAMBRIA FENCE ) 


BETHLEHEM STEEL COMPANY 


Bethlehem, Pa. 














Selling Quality 


Selling quality goods is the most satisfactory operating departments to be most durable 
method of doing business. Quality is sought under constant tension and under all 
by every one; it creates goodwill between Cnatic conmmens. 

dealer and customer—and quality goods do 
not have to be sold at a sacrifice, thus allow- 
ing at all times a fair margin of profit. 


(The heavy zinc coating is scientifically 
bonded to the steel, and will not crack or 
pes thus adding extra years of service 
ife to Cambria Fence. 


Cambria F — is a quality fence through Cambria Fence is backed by the universally 
and through: respected name BETHLEHEM. It is repre- 
(It is made of a specific grade of Bethlehem sentative of the highest quality and value 

steel, selected by our metallurgical and obtainable in field fence. im 





our Dealer proposition on Cambria Fence 


Write to our nearest District Office for | 








Catalog and literature sent upon request 











Bethlehem Products for Hardware Dealers: 


WIRE FENCE WIRE WIRE, BARBED 
W oven Plain, Galvanized, Annealed All Styles 


WIRE NAILS 
Bright, Centent Coated, Blued, Galvanized 


WIRE BALE TIES WIRE STAPLES 
BARS ALLOY and TOOL STEELS 
Merchant, Concrete Reinforcing for every purpose 
SMALL TOOLS DROP FORGINGS 
BOLTS and NUTS STRUCTURAL SHAPES 
SHEETS TIN PLATE 


Plain, Galvanized, Roofing 
BOILER TUBES—Charcoal Iron, Lap-welded Steel 











BETHLEHEM STEEL COMPANY General Offices: BETHLEHEM, PA. 
District Offices: 


New York Boston Philadelphia Baltimore Washington Atlanta Pittsburgh Buffalo 
Cleveland Detroit Cincinnati Chicago St.Louis SanFrancisco Seattle Los Angeles Portland 


Bethlehem Steel Export Corporation, 25 Broadway, New York City, Sole Exporter of Our Commercial Products 


BETHLEHEM 
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LLEN Scores 

























with the New 





Heater with Oldtime Fireside Cheer’’ they created an 

exclusive feature that won immediate recognition— 
with the result that Allen dealers enjoy a most profitable busi- 
ness in the sale of Allen’s Parlor Furnace. 


VV J HEN Allen engineers designed the “Only Modern 


Now Allen introduces the HEAT RADIATING FINS—a prac- 
tical and highly efficient construction that increases heat radi- 
ating surfaces 100%. Saves fuel and prolongs the life of the 
furnace. This great advancement is stimulating Allen sales 
more than ever. 


In addition, through consistent ad- 
vertising in leading publications the 
Allen name and trademark are well 
known throughout the country. 


These advantages, and the fact that 
Allen offers a very liberal cooperative 
sales and advertising plan, make 
Allen’s the most desirable proposition 
in the entire-above-the-floor warm-air 
furnace field. 


Modern manufacturing 
methods and large volume 
production enable us to offer 
this big improvement without 
increasing the price. 


Allen’s Parlor Furnaces are 
distributed from stock in the 
following Cities. 


If there isn’t an Allen Agency already 
in your locality, write or wire today! 


Boston Portland 
Syracuse Grand Rapids 
ALLEN MANUFACTURING Des Moines Seattle 
Dallas Columbus 
COMPANY Minneapolis Harrisburg 
Spokane Charleston 
“ St. Joseph Missoula 
Nashville, Tennessee Milwaukee San Francisco 
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Why not— 


Put this handsome WATCH DISPLAY CASE to work for you? 


No. W 24. NEW HAVEN Tip-Top Pocket and Wrist Watch Selection with handsome 
mahogany finished metal display and sales case. 








No. W 24 watch selection consists of twenty-four (24) popular priced pocket and wrist watches 


with silver dials. : . 
Every watch is given a four day test run and carefully inspected for accuracy before leaving the 


factory. They are really True Time Tellers. 


Summary of No. W 24 Tip-Top Watch Selection: “Gost Dealers Conoumers Reta 
10 - om, mate Heads, Black Cobiet Nemeris i” $1.00 Ea. $10.00 $150 Ea. _—$15.00 
a 7. we eae 
age Rm ty ey Any laden Mie 426 3.25 “ 6.50 
a 
Bp Reais ends, Black Cubist Numerals....... se eeeeeees ee 2.29 “ 9.16 3.50 14.00 
2 ere «ai ww oes am am 
1 - only, No. W 24 TIP-TOP WATCH Display and Sales Case.. | XXX 1.00 XXX XXX 

48% profit for the dealer—a total of $18.99 on an investment of only $39.51 $58.50 


Place an order with your Jobber today. 
THE EW Flavee LOCK CO. 
EW VEN ONN. 1817 


EST. 
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“Superrenches” "sell. 
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“SUPERRENCH” Boards have proved star 
salesmen for WILLIAMS’ “Superrench.” Be- 
cause they stand out forcefully and attrac- 
tively, they’re unbeatable attention-getters. 
Your customers are bound to see them and, 
once seen, “Superrenches” sell themselves. 
Made of Chrome-Molybdenum steel, “Super- 
renches” are longer, thinner, lighter, nar- 
rower-jawed, yet far stronger than ordinary 
wrenches. 

Six “Superrench” Boards are free to dealers 
who purchase the wrenches they carry. They’re 
your quickest road to bigger wrench sales. 
Order yours today. Literature on request. 


J. H. WILLIAMS & CO. 


“The Wrench People’ 
BUFFALO 








A -™ r< 
5 ew ~ 
* Pre - f 2 F ty sop 
n 4 r ri [- F 7 Z 
; 





oe | 


al = hy 


~ ‘4. 7 


f.* 
cae 
Se ERS 


* * f 
> a 
SS ee: » 


Look for this 





New York Chicago 


M 


OO0is 


_<<SUPERRENC 


ee Chrome-Molybdenum) 









TRADE MARK 








Be 90 semen ge pe eet te A - 


POR) a Re A NEE te ar oF en 8 








ee eee 





HARDWARE AGE 








March 10, 1927 














SCREW 
COMPANY 








Wood Screws Machine Screws 
Stove Bolts Tire Bolts 











Providence, Rhode Island 


Western Depot 
225 West Randolph Street, Chicago, Iflinois 








pvt IN Tg 
= a 
5 & 
lay 
» Ge ¢ 
2s == 





ynst IN Tie 


\S G3LINA 


Mepich 


























aan 
ei i} 


i , paw stirs 


March 10, 1927 HARDWARE AGE 


POULTRY NETTING 


Galvanized Before and Galvanized c4fter Weaving 


——— onan a rrr 


es by be 


Gatvanizep oo oo 
Grades 


Look for the tag, carrying our name, at the end of every roll! 


a he Gilbert & Bennett Mfg. Co. 


Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE €LOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City 
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RID-JID 


with Pad and Shield 
Retail Price 


. 
eee! 





HE Rid-Jid de Luxe—America’s 


greatest Ironing Table, is com- 






pletely equipped, ready to go into the 






finest homes. It has a heavy ironing 
pad of felt, covered by a shield of pure 
white cloth. The legs are finished and 








shod with corrugated, non-skid, red 






rubber shoes. 


The Rid-Jid de Luxe and the Rid- 
Jid Standard Ironing Tables, the 


Space-Saver (semi-knock down) fold- 












ing clothes racks made in five sizes, the 
Rid-Jid full rodded Step Ladder are 
all manufactured under exclusive pat- 


ents by the J. R. Clark Company. 









This company is the largest manu- 
facturer of household woodenware and 
ladders. In the purchase of Clark 
products you are assured of ultimate 
quality—the finest line of woodenware 
and ladders that it is possible to make. 
Write for complete catalog of our en- 












tire line. 






PASTRY = Or. 4,48)-) 





THE J. R. CLARK COMPANY, Minneapolis, Minn. 
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Now — Millers Falls expansive bits 


Millers Falls Company is now making Clark type expansive bits in addition 
to the full line of Millers Falls auger bits. These new expansive bits are made 
in two sizes, each with two Gitines. No. 48, shown above, cutting from 7% in. 
to 3 in. No. 47 cutting from 5% in. to 2 in. These are well made from highest 
grade special bit steel, and will meet every requirement for tools of this type. 

Millers Falls auger bits, together with these two new expansive bits, 
offer hardware dealers a complete and desirable line of bits, well known to 
users of tools for their quality and service. 

The display shown above will help you increase your bit sales. It is 


furnished free with assortments of Millers Falls expansive bits and auger bits. 


MILLERS FALLS TOOLS 


MILLERS FALLS COMPANY QY{tiatiytitaw MILLERS FALLS, MASS. 
TOOL 


NEW YORK, 28 WARREN STREET CHICAGO, 9 SOUTH CLINTON STREET 
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ARMSTRONG 


“ARMSTRONG RATCHET DRILLS 
z DROP FORGED 
WRENCHES 


QUALITY GUARANTEED 
SEE TAGE 74) THIS CATALOG 
ARMSTRONG BROS TOOL CO. Bi" AMCeCo ave 


CHAINS (cr all purposes 
The famous WEED automobile cane 


See pores 23-24./50.1$/ 


THE VOFRLDS LARCEST PRODUCERS OF WASHERS 
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Horse Shoes, Falling Stars, Swastika, The ET of all Good Luck Symbols there is 
Far Famed Pin and Four Leafed Clovers : ’ 
have always profoundly influenced Man. none which excites fewer mysterious 
Who so lucky, yet has not nailed a rusty chills or fervent wishes, yet represents greater 
horse shoe over his dwelling door? Or so good fortune, than HARDWARE BUYERS 
fortunate, yet has not felt a rare thrill of joy, CATALOG 


finding the much desired four leafed clover? 

And who so brave, yet has not known a There it hangs on or alongside the Hard- 
satisfying sense of security, possessing a Swas- ware Buyer's desk representing More Dollars 
tika Charm? Or who so serenely satisfied, yet ‘“ ; ‘ dl d 
has not been startled into a hurried “wish” im Greater Convenience, Time Saving an 
when suddenly a falling star blazed its Added Sales, than all the other good luck sym- 


sparkling, silvery way across the face of inky : ‘ 
night, a brilliant beacon of good fortune? bols rolled into one, have or ever will— 


IS IT THE “GOOD LUCK SYMBOL” OF YOUR BUSINESS? 


HARDWARE BUYERS CATALOG 


239 WEST 39th STREET, NEW YORK 
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‘Paint it at seven — sleep in it at eleven 


if you use the quick-drying 


66 99 
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LACQUER ENAMEL 
An enamel finish for furn tture, woodwork and d floors 
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From a drawing by Ruth Eastman Copyright 1927, P&L 
OUN DSalmost too and waterproof. Dependable 
can do even bettertha ction are guaranteed. 

Lacquer Enamel actu s made in fourteen rich enamel 
minutes and in thirty minu e, YeHow, Light Blue, Rich Blue, 
Everywhere in your home Gray, Light Olive, Light Green, 
and countless other article Ivory, White, Black; also Clear. 
and made beautiful, in a few 61”? Lacouer ENAMEL 
delightful “61 Lacquer E1 : er packing and mailing cost and we will 

You can enamel your floo ae sUvee n of any color of «¢61’” Lacquer Enamel 
walk upon them al most as SC ist. Only one free can to any one person. 
biel Ons E rt Varnish Products are used by painters, 
date emis , er | hitects, and sold by the better paint and 
easily. It forms a tough, 1 ware dealers everywhere. 
Pratt & LamsBert-Inc., 114 Tonawanda St., Buffalo, N.Y. Canadian Address: 20 Courtwright St., Bridgeburg, Ont. 
oe. . = ane we CG 
5) \'B1" Floor V, ae) 
PP) LOOR VARNISH / ¢#) 
: The transparent floor finish in clear and | 
colors, which stands the**hammer test.’” 
You may dent the wood but the varnish 
won't crack. For nearly forty years it has \ 
withstood the utmost in foot traffic on floors. N 
The world walks on «61? Floor Varnish. 
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To make sales for dealers, rather 
than sales to dealers, 1s the har- 
monious and laudable mission ot 


the GLOBE GLOW-BOY. 








—————————_ ree 


TULUM OULU 


flere is a parlor furnace that [IS 
a furnace — with all the famous 


points of GLOBE furnace con- = 
struction. It 1s not just a stove = 
with a casing around it. Lhe = 
GLOW-BOY heats the whole zs 


house perfectly, by circulation and 
radiation— it 1s a complete home 
heating system. 
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wore 
; Back of these modest statements 
is the practical, workable GLOBE 
plan of selling co-operation. Hlere 
again, you find the same admir- 
able idea! Organized forces work- 
ing toward more sales KOR deal- 
ers. 
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Because of these things, GLOBE 
GLOW -BOY sales fo dealers 
have done a fine job of taking care 
of themselves. 
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AND WATCH HIM SMILE 
He'll weigh it with one hand—and 
approve its better than two and a 
half pounds of sheer strength. 

He’ll size up the heavy steel 10-inch 
sweep, with its smooth, even bends— 
and the strong ratchet and heavy dogs, 
with their business-like click. 

He'll spin the steel-clad, rubber 


Goodell-Pratt make a 
complete line of fine tools 
for carpenters, automo- 
tive mechanics, machinists 
and others who require 
the best. No finer tools 
are made than those that 
bear the name of Goodell- 
Pratt. Write for catalog. 

See our current adver- 
tising in Carpenter, Auto- 
mobile Trade Journal, 
American Machinist, Ma- 
chinery, Motor Service, 
Popular Mechanics and 
Popular Science Monthly. 


GOODELL-PRATT COMPANY OP” Oe 
GREENFIELD, MASS. AS 


~“GOODELI-PRAT 


1300 GOOD TOOLS 


“7010 


With 10-inch Sweep Ys 
List Price s 
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Veteran Carpenter 


enamel head and handle that turn 
silently on dust-proof roller bearings. 
And he'll note the steel chuck 
socket and shell, and the drop-forged 
jaws that get a bull-dog grip on 
square-shanked bits. 
“There,” he’ll conclude, “is a 


moderately-priced brace that will . 


stand up for years.” 


this Brace 
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Give him leat he wants ~It pays! 


He Wants a DIETZ Sentien Shel ANY Lantern 


Ne time wasting, profit paring talk is required to sell Dietz 
Lanterns. 


That is because lantern users are already SOLD on the depend- 
able quality and superior lighting power of Dietz Lanterns. 





It is likewise the reason why most Hardware Merchants sell Dietz 
Lanterns exclusively. 


R. E. DIETZ COMPANY, NEw YORK 


Largest Makers of. Lanterns in the World—Founded 1840 
Output Distributed Exclusively Through the Jobbing Trade 
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0A New and Marvelously 


Beautiful Outer Dress 

for the 1927 Model Radtona 
further widens the gap be- 
teveen Riverside Cabinet 
Heaters and others. 


HE One Big Outstanding Attraction at all 

the Hardware Shows where displayed was 
the new Model 4-6 Radiona. This Fall and 
Winter your Heater sales and profits will depend 
upon the performance and appearance of the 
heaters you sell and the co-operation you get 
from the makers. 


Our Merchandising and Financing Plans will 
put Riverside Cabinet Heaters into the homes 
of most all the heater prospects in any com- 
munity. Each installation will result in addi- 
tional sales because of the satisfaction they give. 
People who own Riverside Radionas are proud to 
show them to their friends and tell of their sat- 
isfactory service. 


No. 4-6 RADIONA 





Mail Order Competition Solved 


RICE GOVERNS the buying habits of a great many 
people. You'll find some of this class of buyers in any 
community. The No. 1-4 Aerona exactly fits the require- 


ments of this class and it’s a snappy heater as well as attractive. 
It can be sold at retail for less than $80.00. 


The Aerona is also a good number for small homes 
and apartments as well as for small pocketbooks. 


The Riverside Franchise is valuable 

and if you do not possess it, better 

secure it now before your competitor 
gets the jump on you. 


Write Now for Details 


Rock Island Stove Co. 


Rock Island, IIl. AERONA No. 1-4 
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THE LIONEL 
AU TOMATIC- 
SEMAPHORE- 
TRAIN-CON- 
TROL. AMAZ- 
ING IN ITS AC- 
TION! Train ap- 
proaches — red 
electric light 
shines—sema- 
phore arm drops— 
train stops. 


A short interval— 
light changes to 
green— semaphore 
arm goes up=— 
train proceeds. 


Lionel Leaders. ip 
is again proven by 
this startlingly real 
accessory. 





“STANDARD OF THE WORLD SINCE 1900” 


i ConA 


MODEL RAILROAD 
ACCESSORIES 
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THIS ANNOUNCEMENT 
WILL DOUBLE YOUR SALES 
OF MODEL ELECTRIC TRAINS 


Lionel—The World’s Standard Line 


Now Includes 


The 100% Electrically Controlled Railroad 
for “O” GAUGE 


as well as for “Lionel Standard” Track 


The Lionel Line for 1927 incorporates:— 


Marvelous new “O” Gauge Electrically Controlled Railroads 
and Accessories, that operate “‘as if by magic.”’ 


A wonderful new series of ““O” Gauge and “Lionel Standard” 
Freight Cars—real rolling stock in miniature. 

A unique Traffic Crossing Signal with “Blinker” Light—ex- 
actly the same as seen at street intersections. 

New Automatic Accessory Sets—attractively boxed. 


And many other built-in refinements and improvements all 
exemplifying Lionel Supreme Quality. 


The 1927 Lionel Line is a feast ot gorgeous color—enameled by Lionel’s 
exclusive, lasting and lustrous process — equal to the finish on the finest 
Automobile Bodies. 


Visit the Lionel show-room—a real railroad terminal, designed to offer to 
the Toy Trade helpful merchandising and display suggestions that will 
greatly increase Electric Train sales. 


LIONEL STANDS SUPREME IN COMPARISON 
WITH ANY OTHER MAKE 


DEALERS—Send for your Lionel catalog and interesting dealer proposition. 
The LIONEL CORPORATION, 15-17-19 East 26th St., New York, N. Y. 


Western Coast Office: 788 Mission St., San Francisco, Cal —M. Sweyd, Representative 


LIONEL TRAINS $625 10 $300 | 


RETAIL FROM 
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*Delaware Bridge- 
The largest sus- 
pension bridge in 
the world, span- 
ning the Delaware 
River between 
Philadelphia, Pa., ‘ae att 
and Camden, New EDES AND ESS 

Jersey. 










Reproduction of the beau- 
tiful Gendron Plaque com- 
memorating 55 years of 
ingenious service. 


OT content with having reached the 
3 \ conventional “high level” 1n its re- 
spective class, Gendron is still 

reaching up—seeking the very apex. 


This kind of ambitionis readily compared to 
that which enabled man to construct the 
new towering Delaware Bridge.* 


A succession of Gendron colored advertise- 
ments, of which this is the first, will seek 
through the picturization of many record- 
high structures to suggest the heights 
attained by “‘The Pioneer Line”— meantime 
glance at the following page - judge for 
yourself the exemplary fitness of the few 
vehicles shown. 


The Gendron Wheel Company 


Toledo, Ohio 
New York Office: 7 E. 17th St. 


iter 55 years — ~ ~ 
till is leader 
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5 VEHICUES IN THO 





HE quality of ruggedness 
so evident from this illus- 
tration is no engineering 

accident. It has always been a 

Gendron axiom to build for 

strength which is overly empha- 

sized, if anvthing, in the cons- 
truction of this burly truck meant 


for hard play. 


Carries a good load, but pedals 
quietly along without undue 
effort, and dumps its load in a 
jiffy like big dump trucks. 


GENDRON LINE 




















et 


—— 


An easy push or pullofthe handle and 
the body bed is movedto any desired 
position. Simple for any child to oper- 
ate. Noticethe automatic tail gate. 









5 ad ONLY 


The exclusive Gen- 
dron Knight radia- 
tor cap; an exact 
replica of those 
used on Knight 
motored cars. Cast 
of aluminum and 
highly polished. 


FIVE 





















Cast steel steering wheel 
securely fastened to steer- 
ing post. See therealistic 
“throttle” control lever. 
Strong enough toresist the 
wear and tear anticipated 
on a Child's truck. 


The Pioneer Line of Great Variety 














No. 50 Pioneer Racer 





. 









No. 11 Sidewalk Cycle 





"Pioneer Line” 
“Vehicles for Children 
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Hohner Harmonicas 
and Accordions Again Win 
Highest Honors 
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at Sesqui-Centennial 


Y maintaining the high standard es- 

tablished more.than seventy years ago 
—a standard of quality and excellence 
that has won meritorious recognition for 
Hohner products at all world’s fairs in the 
past— M. Hohner, Inc., has again won high- 
est honors. 


In awarding the Grand Prix at the Sesqui- 
Centennial International Exposition in 
Philadelphia, the Jury of Awards not only 
conferred the highest honors within its 


power to bestow upon a musical instru- 
ment, but in so doing testified to the supe- 
rior quality, perfect construction and excel- 
lent workmanship of the Hohner products. 


It should be a matter of genuine satisfac- 
tion to the dealer to know that in selling 
Hohner merchandise he is selling musical 
instruments that enjoy’the largest popular 
demand and that give to him and to his 
customers the highest possible quality that 
money can buy. 


; 
: “World’s Best” Reed Instruments Awarded Grand Prix 
: 
¢ 


M. Hohner, Inc., Dept. 66, 114 East 16th St., New York 


Canadian Address: Hough & Kohler, 468 King Street, W., Toronto 





Fascination Health 


Inspiration Portability 
Education Durability 


Entertainment 2 | Convenience 





Accuracy _| Popularity 
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The New 















DRIVING IRON 


MID IRON 














MASHIE !RON 
MASHIE 
SPADE MASHIE 
MASHIE NIBLICK 


LENGTH 





NIBLICK 


PUTTER 

















—NIBLICK 
—MASHIE NIBLICK 
SPADE MASHIE 
—MASHIE 
+—MASHIE IRON 
— MID IRON 
DRIVING IRON 
(PUTTER 























The finest quality of materials 
and the most expert crafts- 
manship go into the making 
of these irons — the leaders 
of the Burke line that includes 
clubs that “‘fitevery purse and 
every purpose”. 





Chase 
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. carried to a 
‘degree of 
scientific 
balance 
never before 
achieved! 
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DRIVING IRON 
MID IRON 
MASHIE IRON 
MASHIE 
SPADE MASHIE 
MASHIE NIBLICK 
NIBLICK 
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. now ready in sets 


ERE is the source of a wonderful profit. 
In fact, these new clubs give an eight- 
fold profit in one sale, since they are sold in sets. 


Shafted in the finest air-dried hickory, or in 
steel, with heads of stainless steel or regular 
steel, this set will set any golfer’s heart flut- 
tering . .. and he won’t be happy ’til he gets it. 


Your competitor is solving the problem of in- 
creasing costs by taking on golf and thus open- 
ing up new avenues of profit. The Burke line 
is such an avenue—having a complete assort- 
ment in price and quality and thus helping 
you reach all golfers. 


Write today for new Burke catalog and selling 
plans to help you develop these new profits. 


THE BURKE GOLF CO. 


NEWARK, OHIO 
Makers of Clubs, Bags and Balls 


Sold in sets of eight. Re- 
tail prices: Stainless steel 
heads, hickory shafted, 
$64; steel shafted, $80. 
Forged steel heads, hick- 
ory shafted, $52; steel 
shafted, $68. 








OTHER 


BURKE 


PROFIT-MAKERS 


Va, 


Grand Prize 


Better known than any 
other line of golf clubs. 
Quality of material and 
workmanship uppermost 
—yet inexpensive. 


The Standard 


Made of forged steel 
heads and uniform qual- 
ity hickory, air-seasoned. 


‘Produced by hand-craft 


of greatest skill. A line 
that fits the purse. 


The Columbia 


A popular line at a pop- 
ular price. Ideal for the 
new golfer who must 
hold the high cost of 


golfing to a minimum. 


Write for details. 











Leather Bag No. 19 


The favorite with the 
golfer who wants “char- 
acter” as well as a reason- 
ably priced bag. Retails 
(6 inch size) at $22. 
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The fishing reel with the 40-year-old reputation for 
satisfaction— 





Meisselbach 


The fishing reel that’s known and prized wherever 
fishermen gather— 


Meisselbach 


The fishing reel made with the precision of a fine 
watch, built to last a life-time, and fully guaranteed— 


Meisselbach 


The reel that makes the ideal quality leader for your 
fishing tackle line— 


Meisselbach 


Meisselbach offers a complete line of reels, in all wanted types and sizes, at 
popular prices. Advertised the year ’round to hundreds of thousands of 
sportsmen, they are reels you'll find easy to sell. And they stay sold be- 
cause they offer best value for the fisherman’s dollar. 


Send the Coupon 


THE A. F. MEISSELBACH MFG. CO. 
ELYRIA, OHIO 



















stern Representat 
Wm. H. For, = 300 Fifth Ave., New York, N.Y. 
stern Representa 
‘e Fred Goetz, 1077 Lincoln Ave., Milwaukee, Wis. 
$ Southern Representative: 


; Louis Williams & Co., Nashville, Tenn. 
© Y Far Western Representative: 
- , ’ Phil. B. Bekeart Co., 717 Market St., 
ae . VV - San Francisco, Calif. 
re rae? y 0 
G 
+€ © ¢ THE 
eg rs © P . = P A. F. MEISSELBACH 
4 oy & ee ee ee. P MFG. CO. 
7 > i - j * 240 Taylor St. Elyria, Ohio 
c C < be << /~* ab J (re © 
’ Jo ) . LU 5 <o Send me your catalogue, 
- f ~ wy \ . - 
a XO ene ‘ea ( > re ’ prices and samples of types of 
; (.” DY) } ds, yt <s J C) % reels checked— 
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AMMUNITION DEALERS 





























SHOTGUN 


UPOND 












POWDERS 











|| STANDARD LOADS of 
| 
| 
| 


DUPONT OVAL SMOKELESS 


























12 GAUGE! o SHOT | 

Kind of Game DRAMS ston] "oma seen] Daan sn snot Py 
| Turkey | VELOCITY IN EXCESSOF |, | 
iB 2&4 | 
rant 4 in flight | 
Large Ducks | 3% |1-%|| 2% (|L%l 2% BD ce 


















| DUPONT (Bulk) SMOKELESS | 











Kind of Game || DRAMsS |sHOT 


12 GAUGE} oz ||16 GAUGE) oz || 20GAUGE oz 
URAMS |SHOT!| DRAMS (SHOT ALL GAUGES | 





SHOT 
SIZES 





































































Medium Ducks 

Prairie Chicken| 3% j1l%| 2% 1 1% | % 6 
Pheasants 

| Squirrels 1 a 

| Rabbits 3 ie || 2% l 1% | % 6 

| Small Ducks : 

| _ 3% j|i%!| 2% 1 Mm |%i| 7% 

| Quail 1 | 

| Wes cock || 3 |e) 2% |1] m% |%]| 8 

| Shore Birds -%| 2% 

|. ReedsRail Birds | 3 1} 2 |1] 2% |%] 10 § 

|! Trapshooting || 3 1%} 2% I 2% | %i| 7% 


























| &In12- — loads only. Use No.2 Shot. 











2 Powders—26 Loads 


The whole Standard Loads 
Chart is now reduced to just 
two powders—DU PONT OVAL 
and DU PONT BULK—and 26 
loads, as follows: 


10 loads for 12 gauge 
8 loads for 16 gauge 
8 loads for 20 gauge 


DU PONT OVAL—a progres- 
sive burning Nitrocellulose 


Shotgun Powder designed to 
requirements of 


meet the 





shooters for heavy, high veloc- 
ity loads. 


DU PONT BULK—the most 
satisfactory for use in light and 
medium loads. 


Saves confusion and argument. 
Avoids dead stock and slow 
movers. Your customers have 
only two powders to remember. 
Shooters like it better. Dealers 
make more profit with less 
effort. 


YNTUDY last year’s pur- 
chases and sales. Separ- 
ate the “fast movers” from 
the slow ones. Eliminate the 
slow movers and inventories 
may be reduced to the mini- 
mum quantity necessary to 
cover normal variations be- 
tween demand and supply. 


Remember —“slow movers” 
often have to be sold at sac- 
rificed prices or unusual 
discounts which means a 
loss in normal profits. 


The du Pont Company offers 
you the simplified Standard 
Loads Chart as an aid in 
this study. Before placing 
your order, consult the 
Chart as insurance against 
large inventories and stocks 
of “slow movers.” All the 
loads shown on the Chart 
are ‘“‘fast movers’ when 
loaded with the proper 
powder for the proper load. 


Specify du Pont Smokeless 
Powders—the Nitrocellulose 
Powders. Practically mois- 
ture proof and unaffected by 
changes in temperature. 
More stable! High veloci- 
ties within normal pressure 
limits. 


E. 1. DU PONT DE NEMOURS & CO., Inc. 
Sporting Powder Division 
Wilmington, Delaware 








- ; syne sei Per) oe : 
. — , ab ie le EAP TNO le D i as Pes tee Be : 
. 7 7 ss _— . ~_ ee a Pr ata yRe eee rts BENS The oe Fe . , ie ia t Bia Std . Mie ‘ f 
- es PSR ar s en wie, eee 4, ae A) Sy PRA ot sti) 7 hy Ss . 5 Bk rages ones 1? ke a e Rohs ee. 1b PE thn SA Ee, ae Ate yh ( es ce es 
ag FARLEY RRNA Olan Re RMSE Sait Rae) ig gan ee ayaa Wipe Mater ee IS PS PIT ERAN a RE RRS iT RR gee, RRR Be OUI AON SO ge URES UNL NC TETY, eM WIS OTE LY mE an 
as pair Sry schism oor: Aaae tet PORN SY so De RRM SAE EE oe Pea SRR er LIL SNES eee DGS: UN et Re Oe eee a ETT sated evs 
AB Si Sel we Uae we Is ee te a eS OR ree ON ye Law CRB ee war RS LEER LED ck > rote 
oF ee we Pes Og bP J cara tou: a , saa alain ve ~ 


{oe Oe 





a o x 4 — re 1% 
Rs. PTE Sie sig ay ASS 
Wa Bae ane So ena ae Oye ty AI eige ; 











“tie 
4 
i: 
ee 
Bae a 
ae 
Bey 
o* 
es 
Sz? 
pany 
the 
ie 7 
bas 
as 
tarts 
Ex 
ee 
ke 


as 

aoe 
; 
a 
paw 


POR RPE erc —s ~ 
Y vt ’, a Bickh ae Coe ha: ee; by 
Be OT Ee ORE Nala iB pot; Bs tf 








March 10, 1927 HARDWARE AGE 


45 





Have you seen the 


New 
Spring Cushioned 
“Kiddie” Vehicles? 





| New Models of 
Kiddie-Kar Kiddie-Pedal-Kar | Kiddie-Kar-Stroller 


are equipped with this exclusive 


New Feature 





H. C. WHITE COMPANY, North Bennington, Vt., U.S. A. 


New York Sales Office: Fifth Avenue Building 


Kiddie Kar, Kiddie Pedal Kar, Kiddie Kart, Kiddie Skooter, White’s Koaster, Kiddie Tender, Kiddie Kar Stroller 




















HARDWARE AGE March 10, 1927 


The Camp Stove that makes good 


AIN OR SHINE, windy weather or calm, 
Kampkook is always ready at a moment’s 
notice to play its part in making every outing 
a success. Its reputation for reliable service 
under all conditions makes Kampkook the 
most profitable camp stove for you to sell. 























Kampkook has a number of patented 
features found in no other stove; only Kamp- 
kook can give the service to the user, and 
the profit and satisfaction to the dealer who 
sells it, which have made Kampkook 
America’s favorite camp stove. 


Kampkook is Nationally Advertised. You 
will find it regularly in the Saturday Evening 
Post, American Magazine, National Geo- 
graphic and all leading outdoor magazines. 
Four models, selling at $6.30 to $14.50. 


American Gas Machine Co., Inc. 
Factory, Albert Lea, Minnesota 


Eastern Branch: 78 Reade Street, New York | 
Western Branch: 238 Chronicle Building, San Francisco 





AMERICAN 


AMPKOU 


AMERICAS FAVORITE CAMP STOVE 
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SELL LONG-RANGE LOADS WITH 
THE NEW LONG-RANGE POWDER 


p joan best sportsmen customers are the ones that demand the 
most up-to-date developments in long-range shotgun loads. 
They are the ones who are asking for long-range shells loaded with 
Herco Smokeless, because they know these will give them better 
patterns at longer ranges. 


Herco Smokeless was developed especially to enable the loading 
companies to produce better shells in the popular heavy loads. You 
can get any make of long-range loads containing this new and 
improved powder. When ordering from your jobber, specify Herco 
Smokeless in your long-range loads. 


HERCULES POWDER, COMPANY 


(INCORPORATED) 
910 King Street Wilmington, Deiaware 
INFALLIBLE — HERCULES E. C. — HERCO SMOKELESS 


Herco 
Smokeless 
powder 
grains 
magnified 
8 times 


SMOKELESS 
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A new low price for your trade 


—~a new extra sales volume for you 
on “FIELD-GRADE”’ 


L.C. SMITH GUNS 


ATIONAL advertising in the ten leading 
outdoor magazines, with combined monthly 
circulations of 917,000 copies will increase sales. 
Increased and improved production facilities 
in our own plant will increase output— make 
possible savings which can be passed on to 





consumers. Production economies— consumer 
savings— more dealer sales —more profit. That’s 
a logical, workable sequence. 
If you are not now stocking L. C. Smith Guns, 
ou’ll do well to fall in lie—an attractive 
line it is, too. 


Write us for complete price lists and particu- 
lars of dealer relations. Ask for Catalog C60 


ORDER NOW FOR FALL DELIVERY 





HUNTER ARMS COMPANY, Inc., Fulton, N. Y. 


McDonald @ Linforth — Pacific Coast Representatives, Call Building, San Francisco, Cal. 
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FACTS! 


ABOUT 


FALLS CITY MINNOW BUCKETS 





use. 


—. 


EXPERT 


rer isfaction. 
(as cit) 
ites, a ow 


Regular fishing color—Deep Sea Green. 

Rapid-fastening, “Slap-shut” Catches. 

To permit easier access to the Container— 
Oval Openings in the Oval Buckets, 
Round Openings in the Round Buckets. 

Every Model perfectly suited for its intended 


Every Feature assures the Fisherman’s sat- 


Every Season the demand has proven it! 


STRATTON AND TERSTEGGE CO. 


INCORPORATED 


LOUISVILLE 


KENTUCKY 
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NE you can give your most 
exacting customers complete 
shotshell satisfaction. The new 
Winchester Repeater SPEED LOADS are 
aimed straight for a big mark in 1927. 
From all over the country dealers are 
recognizing them as a vital factor in this 
year’s shell business. 

They are showing this recognition in 
early orders for repeater SPEED LOADS. 
They know what the announcement of a 
Winchester-loaded shell of maximum 
range, speed and power means to the 
sportsmen of America. They know the 
trade winds are blowing fair for speed 
sales on SPEED LOADS. They intend to 
reap the benefit of being ready with this 
new shell of the year. 

A great new shell with an old, estab- 
lished name,—a name that is widely 
known and popular wherever men buy 


guns and ammunition. A speedy shell that gam 


shooters have long been demanding. A 
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ess 


MORE RANGE! 


fast selling shell that sportsmen will 
eagerly welcome. 

Repeater SPEED LOADS look well in 
display, too. Rich red in color, they are 
packed in eye-catching four color cartons, 
labeled for striking display. 

Now, at the start, is the time to get in 
on the real profits from a new shell. Be 
ready at the start to answer the calk of 
sportsmen for just such a longer range, 
higher power shell. Sell Repeater SPEED 
LOADS satisfaction and cash in on the 
repeats. 






TRADE MARK 


REPEATER 
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Put this new shell cn = your shelves 
and watch the shooters shell out! 


MORE POWER! 
MORE SPEED! 





WINCHESTER REPEATING ARMS COMPANY, NEW HAVEN, CONN,., U. S. A. 
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Good News for 
Shooters in 





A FULTON 
) GUN 


565,762 copies of Fall and 
Winter issues of leading outdoor 
magazines will carry the mes- 
sage of the new Fulton Gun to 
American shooters. 





More thana third of a century 
of experience and craftsman- 
ship are built into this high- 
grade, medium priced shotgun. 
It far outranks its price. 

SPECIFICATIONS: 26, 28, 30 and 32 
inch barrels, bored to 12, 16 and 20 
gauge. Box frame. Two triggers. Well- 
finished walnut stock and hand- 
checkered half-pistol grip. 

Combined sales and adver- 
tising efforts will build a big 
demand through dealers for the 
Fulton Gun. Will you share in 
the profits? Mail the coupon for 
complete details. 


ORDER NOW FOR 
FALL DELIVERY. 


HUNTER ARMS COMPANY 


FwteT Oo Ww Yr oR K 
McDONALD a pp FORTH 
Pacific Coast Representatives 
Call Building San Francisco, Calif. 


HUNTER ARMS COMPANY, Inc., FULTON, N. Y. 
Please send me full particulars as to Fulton Gun prices and dealer 
relations, also catalog C 86. 


Name 





Address 
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Build Trade 
with Toys... 


NLY a few years ago 
O Toys were looked upon 
as a novelty in a Hard- 
ware store. 






Today Toys are a staple in 
many Hardware stores and all 
who sell them agree that noth- 
ing so attracts the trade of 
Boys and Girls. 









You can keep posted on what 
is New in Toys, as well as 
New methods of displaying and 
merchandising them by read- 
ing Hardware Age. 

















Make a Drive 


for 


the 


SPORTING 
GOODS TRADE 


this 


Season 





There is good money in sporting goods; 
every season sees an increase in sporting 
goods sales. This country is a sports 
loving nation—the small boy is not the 
only one who wants to play. 


The manufacturers of sporting goods 
who advertise in HARDWARE AGE can 
show you how to sell sporting goods. 
Ask them for their advice and put it to 
work. 
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= ROSMAN PNEUMATIC .22 RIFLE fore’; 4 new rifle 


Power without Powder ; : 
that is bringing | 
real profits to live hardware 
. dealers everywhere. 

The Crosman Pneumatic .22 is silent, powderless, smokeless, accurate. An 


ideal gun for target and small game shooting. Ammunition costs so little that 
customers realize that this saving soon pays for the gun. 




























FREE | Extensively advertised in consumer publications. We furnish our dealers with complete dis- 

on play material and advertising booklets. You should sell the Crosman Pneumatic .22 Rifle. Order 
F ge now and be ready for Spring business. | 
i Shooting Write us for Dealer's Proposition, giving Jobber’s Name. . 
Crosman Arms Co., Inc. 481 St. Paul St., Rochester, N. Y. | 











See the New Metalcraft Line The NOISELESS and 
SCOOTERS JUST think of — 1 |] SHOCK ABSORBING Skate 


a $1.00 Scooter 






LER eT OMIT EG «5 ATES nate 








~ 6 Dealers everywhere are cashing in on the big demand for 
that can be : what = ty be “CHICAGOS’’—the Skates with the long-wearing rubber ; 
Retailed Around tities can sO y tires. Built like an auto. Stop with 4-wheel brakes. 
every dealer, and Wheels spin 4 to 10 times longer than those of any other 
what a fine drawing skate and outlast ordinary steel wheels 2 to 1. Our 
d National Advertising is making this guaranteed skate a 
card. leader. Tie up your store with*our big campaign. Ask i 
Good profit for both for free dealer helps. i 
jobber and retailer. We manufacture every type of Roller Skate—Sidewalk Skates 
— = + eth a Pine Rink eo ge — 
54 ° wt shoes attacned., raer rom our jo er or write 
Complete line on dis- direct for sample our. 
play at Chicago Toy 











Fair, April 18 to 30. 
Write For New Catalog 


METALCRAFT CORP., 4215-23 Clayton Avenue, ST. LOUIS “CHICAG - 


Roller Skates 


RUBBER TIRES 


List Price 
$4.00 











Bells and Bell Toys aq 


For 
HARDWARE, SADDLERY 
and TOY TRADE 





Also for the manufacturers of : 
Electrical Bells, Telephones, 
Clocks, Recorders, Registers, 
Typewriters, etc., etc. Special 
sizes made to order. 





CHICAGO ROLLER SKATE CoO. 
The N. N. HILL BRASS CO. 4456 W. Lake St. Chicago, Iil. 
East Hampton, Conn. 


A HUPEK 


NOW STOCK THE PACKS 


OPPE’S Gun Cleaning Packs suit the motor 
picnickers, the canoeists, all campers and 





Established over 20 years. 











% For Guns, Fishing Reels, Golf Clubs, 
Wheel Goods and Home Machines 
















9 * > + . 
Famous Hoppe’s No. 9 summer vacationists. Contain one each full size 
Hoppe’s Nitro Powder Solvent No. 9 Hoppe’s Nitro Powder Solvent No. 9, Hoppe’s Lubricating 
has been the standard gun cleaning Oil, and Hoppe’s Gun Grease, with full directions and some 
solvent for more than 22 years. Rec- gun cleaning patches. Necessary for care of .22 caliber rifles 
ommended by Uncle Sam. Sell it to and all other firearms. Order today from your Jobber. 
all marksmen, police and guards. Also 
for ——— ag ag and ——— FRANK A. HOPPE, Inc. 
is tust on valuab ies, fine steel instru- 
be ments, etc. Used by auto service stations. 2314-H N. 8th St., Philadelphia, Pa. 
ae 
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Our Other Brands of Screen Cloth 


Cortland Gray-wick 
Wickwire Pr 


Cortland Black Enameled 
White Metal Finish 





WICKWIRE BRONZE is made from a special alloy 
Your jobber will supply you 


of 90% Copper and 10% Zinc. 
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Bronze Screen Wire Cloth 


Ice 


* 
Customers have written us that WICKWIRE BRONZE Wire 


Cloth is still good after 24 years of service. 
sary tensile strength, as well as the ability to resist corrosion, 


which rapidly ruins pure copper. 
Every operation from raw material to finished product is done 


under our own supervision. 
WICKWIRE BROTHERS BRONZE Screen Wire Cloth is 


always made from Full Gauge Wire. 
roll. You cannot sell a more satisfactory wire cloth. 


after roll has withstood the severest climatic conditions. 


is not affected by salt air, acids or gases. 
18 Mesh, in even inch widths 18” to 48”. 


quality. 
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Cloth, 





Costs More 
Than Steel 


Of Serv 
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The Door to New Profits! 7 ss». \ 


interesting things 
in this book 


UST say the magic word, “Semesan,” on your ! 
Chart of the Markets 

next order and see the doors to a new treasure for Semesan, Arranged 
by Crops and by States. 


cave open wide. Not just another piece of mer- 
chandise—but completely new fields of business. 


Pictures of the Princi- 
pal Semesan Markets. 





Talking to 5 Milli 

Almost like taking on a new, profitable store. Seeupeue. was 

F ing Selling Influ- 
Every seed that’s grown needs Semesan, and everybody ence "en the Dealer's 
that puts seeds into the ground will buy Semesan—more aig 

Movies of Plant Dis- 
and more every year. i“, 
Couldn’t possibly tell you all about it here so we put the ee Seer ene ae 
whole story into just the sort of “proposition book” you’ve a 
always wanted. Doesn’t waste your time just telling you Round Table. 


what we are doing but shows WHAT YOU CAN DO = | 
and HOW. No blah, just hard-tack facts, chart of your . pat f 





local market, proofs, experiences of other dealers. This 
book lays our cards on the table—gives you credit for good 
judgment. It’s a book you'll read straight through the 
first time you see it and then keep handy in your desk. 


The coupon will bring it to you without in any way leading 
us to expect anything from you. Have a look at a different 
merchandising book. Get this coupon into the mails, NOW! 


ve -s E. I. du Pont de Nemours 
& Co., Inc. 


Dyestuffs Department 2. te | 
Wilmington, Delaware 






Please send me your “Proposition Book.” 


Open the Golden Door | tet Ra rede oS a 
with this Coupon ART en ek ee ee So 
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Turn the thumb- 
piece and the 
top is off. 


for opening cans 


The Household Blue Streak Can Opening Machine is a fast-selling r 
household necessity carrying a fine margin of profit. It is sturdily e 
built of the best materials obtainable. It is the can opening device a 
that best meets the busy housewife’s most exacting requirements. 


Equipped with a handy bottle opening A quick, easy, sanitary way to open cans 
attachment. Makes it doubly useful. of any shape or size—round, square or flat. 


Blades of same high-grade tool steel as on $2 and 
$5 Blue Streak machines. Solid brass bushings 
on revolving parts. Will last a life-time. 






































Housewives know the ad. Fully guaranteed. Endorsed by Priscilla Proving 5,4:,; ila 
vantages the Master Blue Plant and the Good Housekeeping Institute. packed one dozen in this ‘ 
Streak offers. A fine seller. attractive display carton. 


The Turner & Seymour Mfg. Compan ) 
MN onc. y ic 














aOR Peis ae 
ss Se ad = cali 


A glare lara tema ipsa 





March 10, 1927 HARDWARE AGE 55 


Also—this small counter 
display taking less than a 
square foot of space, that 
sells clothes line. 





Have you seen our 
Plan for Selling more House Cleaning Goods? 


Successful in hun- 
dreds of stores 


because it is 
sound 
merchandising 


PRING House Cleaning calls for 

new brooms, mops, pails, boil- 

ers, clothesline—all items you carry 
on the floor year ’round. 

Take advantage of the Spring 
House Cleaning Season to show 
your customers that you carry these 
items. 

Group certain leaders around a 
“Suggestion Table,” and use the 
splendid Black-Bird Display Panel 
to attract attention. : zi 

Your customers will stop to look a a udu 
at this handsome animated display | rsa 
—and will be reminded of many 
things they need. 

It will sell more clothesline for 


you—and scores of other items as A Suggestion Table such as this will get your customers thinking about House 
Cleaning—and remind them of many items needed. It increases sales for you. 





well. 


Shopping List Folders—FREE how it is solid braided of clean cotton yarn, like sash 


cord, but more pliable and yielding so as to grip clothes- 


Advertise th h is- 
vertise these many house cleaning products by dis pins firmly without splitting’ them. 


tributing our shopping list folders. 
They also tell the story of Black-Bird Clothes Line:— Write today for full details and latest prices. 


No. 8 is shown. Made ° 
also in No. G and No. 7 
sizes. 









R 
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CLOTHES LINE 













Along came and snipped 
a blackbird off her nooo” 


SAMSON CORDAGE WORKS 88 Broad St., BOSTON 
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Never before an Ingersoll proposition 


HARDWARE AGE 





as popular as this 


, Seon new show case takes up little 


room on your counter, but it does 
a big job in making sales. It displays the 
watches in an attractive setting, shows 
the names and prices of the various 
models, sells higher price models to 
Yankee customers, and establishes your 
store as a place to buy Ingersolls. 


The case is packed complete with an 
assortment of 12 of the best selling 


INGERSOLL WATCH Co. Inc. 


vy 


numbers in the line, including Yankees, 
the new Junior Radiolite, and two 
Wrist watches. 


Since orders for these cases and assort- 
ments have exceeded all expectations, 
many dealers are sure to be disap- 
pointed. So we suggest that you write 
at once to your jobber or to us direct 
for complete details. Or ask your job- 
ber’s salesman or the Ingersoll salesman. 


New York * Chicago - 


March 10, 1927 


San Francisco 











a eg. 
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Comfort 


Home TRADE MARK RE 





Salability 


This complete line has no “trick” numbers, but 
instead every item meets a real, natural demand 
for home and camp furniture. 


Improvements in 


Wood Line 


Many improvements and refinements have been 
made. Today you can offer even greater dollar 
for dollar value in a line noted for its conveni- 
Pe ence and dependability. The new lacquered arm 
- chairs in colors are going big. 


New Steel Line 


The new steel cots and chairs and a double steel 
= bed gives you a complete steel line of known 
quality. 





35 vears. 


ae Comfort 
ce” “GOLD MEDAL FOwOINe 


Camp 


Here’s a Line That Has Every Requirement for Profit. 





Price Adjustments 


Important price adjustments have been made. 
For example, the celebrated No. 1 Cot now lists 
at $4.30 instead of $5.00. Other numbers re- 
duced in proportion. Sold only thru legitimate 
Dealers. Therefore attractive profit for each 
sale. 


Dependability 


And remember, this line has been the recognized 
standard for 35 years. Its dependability and du- 
rability are known the world over. 


Nationally Advertised 


“Gold Medal” has been Nationally advertised for 
A strong aggressive advertising cam- 
paign is behind the Line this year. It’s going to 
be a great “Gold Medal” year. Order from your 
Jobber. 


Gold Medal Camp Furniture Mfg. Co. 


1706 Packard Avenue 





NEW No. 35-R Arm Chairs. 
Colored duotone lacquer finish 
Se with seat and back of 
Por painted canvas. . 
f 
ey No. 80 Steel Double Bed. 
ee 


§ 
& 





No. 81 Steel Cot. Tubular stee] frame. 








11F Reclining Chair. 
positio 





Indestructible steel fabricated mattress. 





< 


Racine, Wis. 


0 | 





° No. 5 Stool and No. 6 Chatr. 


Adjustable to 3 
ns. 


Shur-lock leg braces. No. 13 Folding Table. 
Shur-loek braces. 






“GoLp MEDAL’ 


Famous No. Wood Cot. Reinforced frame with cross 
seis and steel plates at all joints. 





. 
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The famous Nesco 
burner produces a 
steady, blue flame 
directly under the 
utensil. No smoke 
— noodor — no 
overheating of 
chimney tubes. 
Positive, easy act- 
ing heat control 
handles. No ratch- 
ets and gears. Sim- 
ple—trouble-proof. 


Over one million 
Nesco burners 
im use. 


The Nesco Rock- 
weave Wick is a 
woven fabric made 
from pure asbestos 
fibre wound a- 
round brass wires. 
Non-burnable. A 
big Nesco exclu- 
sive feature. 
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Over a Million Nesco Burners inUse 


NESco has quickly grown to be one of 

the dominant oil cook stoves on the 
market. So rapidly has the demand grown 
year by year that sales have increased more 
than 400% in the past five years! Over one 
million Nesco burners now in use have en- 
riched the profits of thousands of dealers. 
Seldom has a product won leadership so 
conclusively in such a short space of time. 


1926 was Nesco’s greatest year. 1927 is 
already setting up new records. Profits 
for Nesco dealers are bounding ahead. 


A very important factor is the quick, in- 
telligent service at your command. Job- 
bers in every section of the country handle 
the Nesco line. Investigate — you'll find 
Nesco Stoves money makers. 


Ask your jobber for full details and write 
us for catalog No. 41. Address Dept. N-3. 


NATIONAL ENAMELING & STAMPING CoO., INC. 


Executive Offices: 
425 East Water Street Milwaukee, Wisconsin 


Factories and branches at: Milwaukee, Chicago, Granite City, IIl., 

St. Louis, New Orleans, New York, Philadelphia, Baltimore. Licensed 

Canadian Manufacturers: Dominion Stove & Foundry Co., Penetan- 
guishene, Ontario, 


NESCO 


[=] Aerosene 
fame J COOK STOVE 
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Known to dealers of America 
as a well established, fast moving line 





New for 1927 


The test oil range 
hat an the cada? 
Built-in oven, right or 
left, with thermometer. 
Oven burners can be 
used for te surface 
cooking. White porce- 
lain surfaces e this 
model a beauty. You 
will be amazed at the 
low price. 
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P r 3419 MELVALE ST. 
Cs YP ff PHILADELPHIA, PA. 
Movin @ from 
Krie to Philadelphia 


The business of the Lakeside Forge Co. has been purchased by 
Philadelphia interests. 27 carloads of machinery, products, 
raw material, sales helps, etc., have been moved to our new 
home in Philadelphia. 








Hlereafter the business will be continued with the same lines, 
the same well known products, atfd the same name which has 
long stood for quality and service. 

Increased facilities now enable us to make deliveries on all 
standard lines of wrenches and pliers produceg by this company. 


We are offering for a limited time, a 


Special 10% Discount 
Off the Regular List 
This should induce dealers who have never handled the Lake- 


side Line to do so. It also gives merchants an opportunity to 
replenish stocks at prices which insure larger profits. 





Salesmen—We have a few im- A complete New Catalog will be mailed on request. 


portant sales territories open 
which offer distinct opportunity 
to real producers. 
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TEST the BEST 


LAKESIDE FORGE CO. 


: LAKESIDE 
oe 3419 MELVALE ST. PHILADELPHIA, PA. 
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ERE is a line that’s new—that’s 
different—that’s covered with 
exclusive features. 
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A line of highest quality farm and garden tools with 





handles of special analysis tubular steel. The cork 
covering is wrapped under pressure and fastened to 
the handle with water-proof cement. The cork will 
not peel off and the handle will not crack or splinter. 
Warm in winter, cool in summer—and never sticky 


or slippery. 


CORKSTEEL handles weigh about the same as wood 
handles but they are perfectly balanced—tbetter in 
every way than the best grade of ash and they cost no 
more. Rigidly welded or riveted to the tools, CORK- 


STEEL handles cannot loosen or come off. 


CORKSTEEL handles will not 


raise blisters or callouses 


The CORKSTEEL line includes the most popular 


numbers of forks, hooks, rakes and hoes—every 
one a first quality tool. Only one grade of CORK- 
STEEL handles are made—the best. 


Get acquainted with CORKSTEEL tools—they’ll 
be winners with your trade. Send us an order 
and if the tools are not thoroughly satisfactory, 
send them back. Could we make a fairer offer? 





The Connors Hoe and Tool Company 


Columbus, Ohio 
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Mr. Coolbaugh 


Writes a Letter 


Sp have just glanced over a letter from a 
dealer whose hardware department has 
solved the same problems that confront you. 
His letter is concise —direct—to the point! Read 
itagain—carefully. His solutionis yoursolution! 


Ruberoid Roof Coatings are proved profit- 
makers! Thousands of successful dealers are 
securing the increased sales that the name 


HARDWARE AGE 


Mr. F. C. Coolbaugh 
Manager, Paint Department 
Milloy Lumber Company 
Erie, Pennsylvania 


*RU-BER-OID” makes possible. Repeat busi- 
ness is assured because the quality of Ruberoid 
Roof Coatings, Ruberoid Plastic, Ruberoid 
Liquid Fibre-cement and Ruberoid Utility 
Paint not only makes friends, but keeps them! 


We can help you increase your roof coating 
sales. Write us for the dealer profit plan behind 
Ruberoid Coatings—or use the coupon below. 


The RUBEROID Co. 


Chicago 


New York 


Boston 


In Canada: RUBEROID (division of Building Products, Ltd.) Montreal 
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0 Ruberoid Plastic 


1 Ruberoid Liquid Fiber-cement (© Black 
© Ruberoid Utility Paint 


“Name 
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| The RUBEROID Co., 
95 Madison Avenue, New York City. 
ee ae Gentlemen: Please send your dealers’ profit plan be- 
hind Ruberoid Roof Coati also— descriptive litera- 
ture regarding the Ruberoid Products checked below : 
2 Rubero'd Roof Coatings [ Black [) Red () Green 


ROOF COATINGS 


() Maroon 
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SAYS 
MR. HAPPY MAN: 


O Boy! This Atkins Saw is 
a joy to own, and a pleasure 
to use. 


It requires no pressure 
on the blade—all I do 


is to push and. pull easy- 
like. Man, how it cuts 
—fast, free and easy! 


Show your saw and tool cus- 
tomers Atkins Silver Steel 
Saws Nos. 53, 65, 400, or 
401 with Improved Perfec- 
tion Handle. Also other 
patterns with old style han- 
dle if they prefer them. 


Remember — Silver 
Steel — Improved Per- 
fection Handle — 
2-WAY TAPER 
GRINDING 


**The Finest on Earth” 


Send for our folders, “The Saw 
in the Home,” “Pointers,”’ and 
“The Man Behind the Coun- 


ter.”’ 


E;C.ATKINS & CO. 


ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 
Home Office and Factory, INDIANAPOLIS, INDIANA 


Canadian Factory, Hamilton Ontario 
Machine Knife Factory, Lancaster N-Y. 


Branches Carrying Complete Stocks In The Following Cities: 





Atianta ——— San Francisco 
Memphis ihe tee Seattle 
Chicago ee att i Poris, Fr a 
Minnesapolis THANG LTS. Vancouver,B 


ATKINS 


SILVER 
STEEL 
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Hardware store windows 
now have a new value 


THE EYE of the “window shopper” is caught by 
well-displayed articles of personal or home adorn- 
ment. And the first step in a sale is active interest. 


The shoe store, the hat store, the gown shop 


—all put their best foot forward 
in the window. 


Today the hardware store can 
compete for attention and win it 
through the dramatic display 
value of McKinney Forged Iron 


Hardware and Lanterns. 


Here is the window material 
that halts the passer-by. It gives 
hardware the importance it de- 
serves. It brings the store into 
greater prominence. 


The glow of the McKinney Forged Iron 
Lanterns and the play of light on the beauti- 
fully rugged Forged Hardware cause the hur- 
rying passer-by to pause and investigate this 
new development in hardware. Such a win- y 
dow is a silent salesman which not only sells : 


itself but draws the casual buyer 
indoors. 


For hardware necessities the 
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Three months 
and still pulling 


One hardware man explained 
that his window of McKinney 
Forged Iron Hardware, had 
been three months running. 
When questioned about the ad- 
visability of making a change, 
he said he couldn’t afford to 
take it out. It was still produc- 
ing sales over and above any 
other window he had ever used. 
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buyer will find the store. For hardware specialties 
let McKinney Forged Iron find more customers 
through your window. 


Entire window displays of McKinney Hard- 


ware have been tremendously suc- 
cessful. In city after city Forged 
Iron has proved that hardware 
store windows now have a new 
value. 
en 

All McKinney pieces and lan- 
terns are mounted specially so 
that window arrangement is a 
simple matter. Display cards are 
available, together with photo- 
graphs of several 


ideal trims. 
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No Vacations for Stock or Capital 


ACATIONS are worth while. 

Every human being who works 

faithfully throughout the year 
deserves and needs a vacation. The 
best interests of the firm he serves 
demand that he be given a short 
period of relaxation. 

Every merchant needs at least one 
vacation each year. Without it he is 
almost sure to grow stale on the job. 
He needs to get away from his busi- 
ness for a time and then come back to 
it with a new viewpoint, backed by 
fresh ideas and better vitality. 

But there are two factors in every 
retail store which do not need a 
vacation: stock and capital. 

A vacation builds up a man, but it 
undermines a stock. Loafing puts the 
“shelf-worn” label on merchandise. 


It makes it older instead of younger. 

Stock must keep moving in order to 
stay alive. 

Capital should never be allowed a 
“day off.” Work does not wear down 
capital; it builds it up. Capital can 
only grow through staying on the job. 

Being out of necessary stock not 
only gives capital a vacation, but it 
also affords a holiday to sales, and 
some _ sales holidays become per- 
manent. 

Place the human element of your 
business, including yourself, on a 
regular vacation schedule, and let 
nothing but sickness interfere with 
that schedule. But—keep your stock 
and your capital constantly on the 
jump. 


p 
It is The Only Way to Win. 





The Greatest Problem 


Business problems come and go, 
but the one greatest problem of both 
life and business is always with us. 
That greatest problem is Self. 

We recently asked a number of 
prominent merchants to write us, de- 
tailing their most vital problem. Of 
those who replied fully 20 per cent 
picked themselves as the problem. 
One letter is so much to the point 
that we reproduce it here: 

“IT consider myself as my greatest 
problem. I also consider myself as 
my greatest competitor. To sum up 
in a nutshell the fault which I have 
in mind, I might say that it is the lack 
of organized, persistent effort in the 
proper direction. 

“As the man, so the _ business. 
When the hardware dealer thinks 


and acts seriously on his improve- 
ment he will be more successful in 
his business. All things being equal, 
he gets the preference in his com- 
munity. The business is_ there, 
plenty of it. There is no one com- 
pelling him or stopping him from get- 
ting his share, or more, except him- 
self. He is to blame if he does not 
continually employ the proper busi- 
ness methods which are necessary in 
this day of keen competition. 

“Let us come down to earth and 
look ourselves over. Pick out the 
things which are harming us. Throw 
out the faults. Put in new ideas, up- 


.to-date methods, with plenty of the 


go-get-it spirit, and we will find 
throughout the hardware trade that 
Business is Good.” 
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The electrical appliance department of the San Rafael Hardware Co. 





J. P. Bonhag 


ACH month during the past year, and exclusive of 
two special sales, the San Rafael Hardware Co., 
San Rafael, Cal., has sold 32 washing machines, 6 
vacuum cleaners, 6 radio sets, 3 electric ranges and 2 
electric ironers. It has done this because it has applied 
modern methods to the sale of modern appliances. It 
has specialized, separated its electrical department in a 
store by itself, gone out after business, given demon- 
strations, held special sales, advertised, and created busi- 
ness where none had been before. The two men pri- 
marily responsible for this are J. P. Bonhag, president 
and owner of the company, and G. F. Catey, sales man- 
ager of the company’s electrical department. 

About a year ago Mr. Bonhag decided that his elec- 
trical department was not showing either the turnover or 
the profit that he believed it was capable of showing. He 
came to the conclusion that it could be operated more 
efficiently as an independent unit. He therefore sepa- 
rated it entirely from his hardware store and reopened 
it in another store as the gas and electric appliance branch 
of the San Rafael Hardware Co. He placed G. F. Catey 
in charge. 

The new store was opened with a special sale. The 
result from an advertising and publicity viewpoint was 
eminently gratifying. But in regard to sales it did not 
measure up to expectations. It was not exceptional. 

Then began the real work, the field work, the house- 
to-house canvassing, and the persistent and persuasive 
follow-up work, which requires time and patience and 
intelligence. In this work, under the supervision of Mr. 
Catey, eight salesmen have been employed during the 
past year. Each salesman has his own work to do, his 
own territory, his own prospect list, etc. He knows what 


R, To Create New 


Business 


Specialization + Intensive Field Work 


California hardware dealer applies unusual sales 
methods to electric appliances—Sells thirty-two 
washers a month in town with population of 5500. 





G. F. Catey 


is expected of him. The management leaves nothing to 
whim or chance. It knows what it wants, when it wants 
it and how. Each salesman, on an average, is expected 
to sell eight washers a month. And each salesman does. 

Every day except Saturdays and Sundays eight sales- 
men go out to sell. They don’t wait for business to come 
to them. There is one radio salesman, one for vacuum 
cleaners, one for ironers and four to five who do nothing 
but sell washers. 

“We are firm believers,” Mr. Catey told a HARDWARE 
AGE representative recently, ‘in specializing. Each man 
in the field is authorized to sell only his own particular 
appliance. Each man receives a special training. In 
this way each man is a specialist instead of an order 
taker. He must know his appliance in every detail. He 
must be able to talk about it and be able to demonstrate 
it convincingly. There is no competition among the in- 
dividual salesmen. We believe in cooperation, in team 
work. Consequently, each man, having his own appli- 
ance to sell, gladly throws sales leads and tips to the 
other men. This, we believe, is the only successful way 
to operate a re-sale force. 

“Mr. Bonhag is one of those merchants who is fair 
enough to admit,’”’ Mr. Catey said, “that salesmen and 
field work are the prime factors in his success in the 
electric appliance business.” 

Twice a vear special sales are held. In the spring the 
sale is called electric appliance week. The electric power 
company serving Marin County cooperates with the San 
Rafael Hardware Co. in advertising this week and the 
demonstrations given by the hardware firm. In the early 
part of December Mr. Catey and his men hold a special 
demonstration and holiday sale. 
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SALES AGREEMENT 












APPLIANCE No. 
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DESCRIPTION OF APPLIANCE 







City... 
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amount of the balance tag jen, POPP orci et ee 
Ts o assign ue. i. of each co ‘ etre Vane 
Should I fell tes all of Said indebted” eed that the title cutive month hereaf PEt 
make the monthis 1s fully paid in aaa Ownership of a The final i ee 
Y payments , wae and that therey “ppliance is to ¥ Payment to be the 


able and } 
Out legal yestame to make —— 


I further agree ta. take 00d 
Ove it from my residence. _ 


any 
care 


until I . rn 
first obtain consent in Writing (Number and bineas) Wesanas 


It is further 
understood 
terms of this per Bee tood and 8greed that no oth 
er 





, remai 
the entire bala and rshi is to neoUr Sue 
your su nee will then Senden Ganas® to me. 
Ccessors or assigns on donena’ and > a 


(City) Sie 





Accepted od 
— nly SR or quality ths 
ihr Signed 
Conaif@or of above Appliance : 
; FOR OUR | - Consignes of ‘above 4 res 
Print Meme io fen. NFORMATION ONLY ee, Address ot © Appliance 
Husband’s Name Seow st re ietaemnies 
Occupation REFERENCEg 
Employed iy Name _ 
Employers aaa.” cee : a . 
Department Address... , | neeeweeeseg Address The form of sales 
re? restos ree eatciaag Name . agreement used by 
dress _ the San Rafael 
REMARKS : Hardware Co. It 
is worth the at- 


Of course, one of the things that has made possible 
the sale of so many washers, ironers, radio sets, etc., has 
been the time payment plan. The form of sales agree- 

- ment used by the San Ra- 


fael Hardware Co. is re- 
produced herewith. It is 
worth the attention of ev- 
erybody who sells goods on 
the time payment plan. 

In conclusion, it may be 
mentioned that Mr. Bonhag 





Part of the electrical appliance 
sales force of the San Rafael 
Hardware Co., San _ Rafael, 





tention of every- 

body who sells 

goods on the time 
payment plan. 


believes that the hardware merchant who does not de- 
partmentize his store, who does not go out after new 
business and who does not employ modern sales, account- 
ing and advertising methods in his business is doomed. 
Despite his belief in the value of cooperation among indi- 
viduals of a business unit, he sees general business as a 
continual struggle for existence. He looks at retailing 
as a chemist does at an experiment. Merchandising he 
believes is a continual experiment, a form of human 
activity, like everything else, which is in the process of 
development, dissolution and change. 
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N the average small or medium 
size town, approximately one- 
fifth of the people buy their 
merchandise away from home. 
Ninety-five per cent of those 
who buy away from home deal with 
either mail order houses or stores in 
nearby larger cities. 

Goods not bought at home, in 
which style. is a predominating fac- 
tor, are usually purchased from the 
larger city stores, through personal 
inspection. Merchandise in which 
style plays little or no part is 
largely purchased from mail order 
catalogs. 

More hardware not bought locally 
is purchased by mail than from 
nearby cities. 

These conclusions are based on a 
survey of the buying habits of a 
typical small city, as conducted by 


i 


the Bureau of Business Service of 
Ohio Wesleyan University. The 
survey was made by the house-to- 
house method in a careful thorough 
manner. 

The results of this survey seem to 
show that, contrary to the prevail- 
ing opinion, poor salesmanship by 
local salespeople is not the prime 
reason why people of smaller towns 
trade away from home. 

Instead, it is the belief that local 
prices are higher than those to be 
obtained elsewhere, and the small 
selection of the merchandise offered 
by local merchants, which influ- 
ences those who buy outside. 

Only one family of 644 inter- 
viewed objected to local salesman- 
ship. The proprietor of the small 
city store cannot place the blame on 
his salesmen if people trade in the 
larger cities. His salesmen are as 
good as those of the larger trade 
centers. 
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Where, then, can the blame be 
placedP On the shoulders of the 
merchant himself, and on his adver: 
tising. 

Careful shopping in the same town 
where the original survey was made 
shows that prices are usually lower 
in the small cities than in the larger 
ones; that local prices, except in 
special items used as leaders, are as 
low as or lower than the laid down 
prices of mail order houses. 

But—most people think that local 
prices are higher, and the effect is 
the same as if it were true. 

The belief that local prices are 
higher is the most important factor 
in causing people to trade away from 
home. It is fifteen times as impor- 
tant as its nearest competitor—small 
selection—according to the survey. 

Where did the High Price Idea 
originate? There is but one an- 
swer. It originated in the better 
type of advertising put out by the 
stores in larger cities, and the mail 
order houses. 

The large city merchant is usually 
a much better advertiser than his 
smaller town competitor. His copy 
is more attractive. Values are shown 
through cleverly worded descrip- 
tions of the merchandise. His ad- 
vertising appeals. The same thing 
is true of the mail order catalogs. 
They tell the merchandise story in a 
human interest, convincing, sales 
impelling way. Specials are used at 
low prices, and many times un- 
known and unbranded goods are so 
written up that they appear to be 
exceptional bargains. 

The constant recurrence of this 
type of advertising, with little effort 
by the local merchant to counteract 
it, gradually influences the inhabit- 
ants of small towns to believe that 
mail order houses and stores in 
larger cities are selling all their 
goods cheaper than those same goods 
can be purchased at home. 
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What is the answer? How can 
this condition be remédied?P 

By better local advertising. IU 
the individual small town merchant 
cannot prepare, or stand the expense 
of better advertisements, he can at 
least join with his fellow merchants 
in a cooperative campaign and hire 
a competent man to write the copy. 

Then if the individual local mer- 
chant will install display tables, get 
his merchandise out in sight, accom- 
panied by plainly printed price 
cards, and trim his windows with 
price marked goods, he can even- 
tually win back the business which 
is now going out of town. 

He can never win it back by one- 
inch ads in the local papers, dirty, 
untrimmed windows, less than ten 
per cent of his goods on display, and 
prices marked on the bottoms of 
articles hidden under counters or on 
dusty shelves. 

If you want people to know that 
your stock is good, and your prices 
right, tell them and keep on telling 
them. It’s your business. 
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BUYING 


By Saunders Norvell 


not get tired writing about selling all the time. 


99 


()*. of my hardware friends writes asking if I do 


“You have had so much experience in selling, 
writes this correspondent, “that you must, of course, 
know something about buying. Now, give us an article 
about buying, from the stand- 


That is why I have constantly preached that while a 
merchant should be careful in his buying, at the same 
time, when his time is limited; when he is doing both 
the buying and the selling in his store, it is a serious 
mistake on his part to devote, for instance, 75 per cent 

of his time to buying and only 





point of the salesman.” ‘Then he 
goes on to say that he has never 
read an article of that kind and 
he thinks I might shed a little 
light on the subject. So here 
goes: 

ko x 


First of all, it seems to me that 
a buyer should have it fixed in his 
mind that the most important 
thing about buying is not the 
price, but the character, the quan- 
tity and the salability of the goods 
ordered. lf the buyer is a job- 
ber, he will find that most manu- 
facturers have an_ established 


boasteth!” 





“PROVERBS,” Chapter 
20, Verse 14: 
naught, it is naught,’ saith 
the buyer; but when he is 
gone his way, then he 


25 per cent to selling. He could 
do far better if he reversed the 
procedure and devoted only 25 
per cent of his time to the buying 
and 75 per cent of his time to 
the selling end of his business. 
Allow me again to lay down the 
proposition that the profit in all 
lines of business is made in the 
selling end of the business and by 
this, I do not mean selling at 
higher prices, but I do mean by 
increasing sales through greater 
attention to selling plans and 
policies. 


-_ 2 


*x* * * 








price for jobbers. It is very 

difficult for the buyer of an average-sized jobbing house 
to beat this manufacturer’s established price. Sometimes 
of course large jobbers who place very heavy orders can 
obtain concessions. However, it is my belief that the 
concessions obtained by buyers in the average of a year’s 
buying are always exaggerated in the mind of the buyer 
himself. I do not believe that any jobbing buyer—no 
matter how shrewd he may be-—can save, on the average 
of a year’s purchases, as much as 5 per cent. If he 
could do this, he would be a very remarkable and valu- 
able buyer. Now, this does not mean that with certain 
weak manufacturers who are over-anxious to sell, he 
can not make an occasional saving by obtaining an inside 
price, but it must be remembered that such cases are 
exceptional and that in the great mass of his buying, the 
jobbing prices of standard lines are fixed by the manu- 
facturers and it is next to impossible to shade them. 


* * * 


The same principle is true in the case of the retail 
buyer. Some retail merchants devote practically all of 
their time and thought to buying and flatter themselves 
that in the course of a year’s business, they save 5 per 
cent by reason of this close attention to buying. Such a 
condition, as a general proposition, is absurd and the 
reason it could be proved to be absurd is the fact that 
the average jobber in the United States does not make 
5 per cent net on the total volume of his business. In 
other words, if a jobber sells $5,000,000 worth of goods 
and cleans up $250,000 on the year’s operations, he will 
have every reason to congratulate himself. If such is 
the fact—and it is the fact—how can any retailer find it 
possible to buy his goods 5 per cent cheaper than other 
retailers? ‘The jobber would be selling him at cost. 
Let me repeat—he may be able to make a saving here 
and there, but on his general purchases throughout the 
year, I do not believe that the closest buyer earns, by 
reason of his extra effort to buy cheaply, anything 
approaching 5 per cent on his purchases. 





On the other hand, when we 
turn to the character and quantity of goods bought, we 
find that the buyer is in constant danger of inflicting 
heavy losses upon his business. I have been on the 
inside of liquidating sales in retail, in jobbing and in 
manufacturing businesses, and I have invariably found, 
without a single exception, that when the inventory was 
to be turned into cash, the losses were not because of the 
high price paid for the goods, but because the wrong 
kinds of goods were bought, or too many goods, or the 
wrong sises. Therefore, if I were delivering a lecture 
to buyers—whether for manufacturers, for jobbers or 
for retailers—I would caution them, first of all, to care- 
fully consider the salability of the goods they are 
buying. 
K 1K Kk 

Recently, in cleaning up the inventory of a jobber that 
was going out of the jobbing business in the drug line, 
there were found in the Fancy Goods Department 
4-10/12 gross of nickle-plated, water-proof pocket match 
boxes. These goods had been bought within the past 
three years. All of us can remember the day when 
almost everybody carried one of these match safes in 
his pocket, but when the paper match came into vogue 
and paper matches were given away with every purchase 
of cigars or cigarettes, naturally, the old-fashioned 
match box went out of style. It is now used only by 
hunters, miners and others who, because of their occupa- 
tion, must keep matches dry. The sale for match boxes 
is practically nil. We found it impossible to sell these 
boxes at any price. They were finally packed with cus- 
tomers’ goods in small lots without making any charge, 
just to get rid of them. | 
‘is 


_ Then, suppose a retail merchant with limited capital 
is buying a new stock. Suppose he allows the salesman 
to send him one-half dozen shears—just a full box of 
the following sizes: 6, 7, 8,9 10 and 12. What has he 
done? He may not have overstocked on 8 inch, but he 
has bought enough of the 6 and 12 inch, especially the 
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12 inch, to last him a very long time. This is true of the 
very small sizes and the very large sizes in all lines. Some 
one has estimated that 25 per cent of the entire capital 
invested in merchandising in this country is tied up in 
these small and large sizes. Buyers should be far more 
careful than they are to study the sales of sizes in making 
their. purchases. 
*K k * 

In a manufacturing business that was recently liqui- 
dated, when an inventory was taken of “containers,” 
and the quantity of the containers of the various sizes 
and kinds on hand was compared with the sales, some 
startling facts developed. It was found in several 
instances that there were enough containers on hand, 
as compared with sales of the particular items, to last 
three or four years. When the buyers of these goods 
were called on the carpet for such reckless buying, what 
was their excuse? Almost invariably, the explanation 
was that the manufacturer offered a special price ccn- 
cession for a large quantity and in order to get the con- 
tainer at the lowest price so the manufacturing cost could 
be reduced to the minimum, the buyer bought these 
enormous lots. Evidently, nobody was figuring the 
extra cost as a result of carrying these containers for 
several years on a basis of 6 per cent interest. No one 
figured the loss from wear and tear—from storage and 
insurance—from changes in styles, when these containers 
might be scrapped because something better had been 
placed on the market. Business in these days is chang- 
ing very rapidly. New inventions in containers and 
packages are constantly coming out. New fashions are 
developing in the trade. Naturally, the manufacturer 
who has a large accumulation of the out-of-date goods 
on hand either has to supply his customers with old- 
fashioned packages or he has the other alternative of 
scrapping all these containers and taking a heavy loss. 

It seems almost wmpossible to teach hired buyers to 
buy only according to their sales when they are offered 
a bait in the form of an inside price for an extra large 
quantity. The terrible inventory losses in the country 
in 1921 were caused because the majority of the buyers 
in the country in 1919 and 1920 overbought. Of course 
we know the reason why they bought in such large 
quantities. They could not get the goods promptly and 
frequently were only supplied with part of their orders. 
Therefore they placed large orders with the idea of 
securing only part of these orders. However, these 
large orders were on the books of the manufacturers, 
although forgotten by the buyers, and when trade let 
up in 1921, the goods were shipped. We are also aware 
that there were general cancelations of orders and there 
was much complaint on the part of manufacturers 
because of these cancellations. It was considered to be 
very immoral—bad business—the wrong principle, etc., 
but when a merchant is trying to save his life in busi- 
ness; when he is trying to keep his ship afloat, he does 
not worry about fine ethical distinctions ! 

a 


Case after case could be shown where retail merchants 
are offered a large quantity by a manufacturer at a 
special discount, where they buy this large quantity 
and then carry the goods on their shelves for a year 
without any turn-over. It can easily be demonstrated 
that it would be far better for these merchants to pay 
their regular jobber the regular small quantity price, 
buy as they need and secure a turn-over of four or six 
times per year. When the results of the two methods 
of buying are compared at the end of the year, it can 
easily be shown that the merchant buying the large 
quantities at the special price, by reason of the tie-up 
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of his capital and the lost interest, does not make as 

much money net as the other merchant buying from a 

jobber in moderate quantities—just as he needs the goods. 
* * 3K 


Manufacturers and jobbers alike, in many lines, 
arrange their selling prices with quantity discounts. 
This, in my opinion, is a short-sighted policy. It is not 
in the interest of the retail merchants. The explanation 
given by manufacturers and by jobbers as well, on these 
quantity discounts is that it is the only successful method 
of forcing a fair quantity on the retail merchant. Those 
who are in favor of this system of selling claim that if 
they allow the retail merchant to purchase in small lots, 
he runs out of the goods, does not fill up his stock and 
misses sales by being short. Another explanation given 
is that if a retailer is well stocked on a line of goods, 
he will push that line. Another is that if you do not 
load up the retailer yourself, your competitor will come 
along and filled him up, and so you will be left out in the 
cold. 


x *« * 


In the past two or three years, the country has had 
hand-to-mouth buying. There is no doubt that this kind 
of buying has been abused. It has been overdone. 
Orders have been so small and so frequent that it is 
not fair to the seller. It has largely increased the cost 
of doing business. On the other hand, it can not be 
denied that buying for immediate needs and not for 
future wants on lines in general has led to great stabili- 
zation in the market. Mr. Grace, the President of the 
3ethlehem Steel Company, wrote a very interesting 
article on turnover. He strongly advocated this hand- 
to-mouth buying. It must not be forgotten, however, 
that the unit of sales of the Bethlehem Steel Company, 
even for a quick turn-over, is a far larger unit than that 
of the average hardware jobber or manufacturer. Hard- 
ware units at best are very small. When I was in the 
hardware business, the average item on an order amount- 
ed to $1. In other words, I could pick up the average 
salesman’s order and if there were 100 items on the 
order, I knew the bill amounted to $100. Now of course 
there were exceptional orders, but I am referring to 
just the average pick-up order from the average retail 
dealer. In all articles such as this, the reader must 
remember that the writer is writing about general aver- 
ages. There are always exceptions to every rule. 


x x* * 


There are quite a good many buyers who take great 
pleasure, when a salesman quotes them a price, in say- 
ing—‘‘you are not in it. Why dorf’t you get your house 
to give you the right prices’ Is it possible that you sell 
any goods to anybody at the prices you quote?’ What 
a short-sighted buying policy this is! The buyer is 
simply demoralizing the salesman. If the salesman has 
the authority to make a lower price, the chances are that 
he will walk across the street and quote your competitor 
a lower figure. If he has not a lower price, he will write 
to his house to give him lower prices and if he gets 
them, they will be given to your competitors. How much 
better for a buyer to tell a salesman frankly that he is 
not in the market and if the salesman has a price that 
is low, to frankly tell him that he has a very low price— 
a lower price than quoted by his competitors! If a buyer 
should do this, the chances are that the salesman may 
raise his prices. There is no advantage whatever in close 
buying tf all of your competitors buy at exactly the same 
prices you are receiving. Your only advantage is in 
buying at lower prices than your competitor. 


(Continued on page 116) 
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Arthur C. Lamson, of Marl- 
boro, Mass., a past president 
of the New England Hard- 
ware Dealers’ Association, who 
is forging ahead as a Marlboro 
merchant. Below: A sketch of 
the new home of Lamson’s, 
recently erected. The ground 
floor accommodates five stores, 
two of which will be used by 
Mr. Lamson for his hardware 
business. The second floor 
will be available for business 
and professional offices. 


RTHUR C. LAMSON, famous grand march 
A ecxster at convention banquets, director of the 

National Retail Hardware Association, and a very 
successful hardware merchant in Marlboro, Mass., has 
recently completed the erection of the new Lamson 
Building in that city. It is a two-story brick and steel 
structure with steel lathing and metal ceilings. The 
ground floor will accommodate five stores, two of which 
will be used by Mr. Lamson for his hardware business. 
The second floor will be used for offices suitable for 
lawyers, dentists and others needing a business or pro- 
fessional headquarters. For thirty-five years Mr. 
lLamson has been forging ahead as a Marlboro merchant, 
is a past president of the New England association and 
a very active man at conventions. 

Commenting on Mr. Lamson’s latest step forward 
the Marlboro Daily Enterprise says: 

“Sweeping out a bank at a salary of $4 a week was 
one of the duties imposed upon a young man during the 
initial year of a career that was to lead to the vice-presi- 
dency of another bank and also was to make him the 
proprietor of one of the largest mercantile houses in this 
part of the State. Arthur C. Lamson, vice-president of 
the Peoples Bank, sole owner of the hardware store in 
Corey block conducted under his name, was the young 
man. Mr. Lamson was born in Bethel, Vt., and came 





Arthur Lamson Again 
Leads the Way With 


New Store 


to Massachusetts with his family when he was quite 
young. His first school days were passed in Stow. He 
attended the Hudson High School and although prac- 
tically completing his course, left before graduation day 
that he might accept a position in the Hudson National 
Bank, . 
“He attended Bryant & Stratton’s Business College in 
Boston. So faithfully did he attend to his studies and so 
closely did he apply himself that when he finished his 
course, H. H. Hibbard, principal, induced him to re- 
main in the school as a teacher of bookkeeping and pen- 
manship. Mr. Lamson was a pronounced success 1n 
the position but his active mind told him to seek expe- 
rience elsewhere. . 
“In the spring of 1890 in company with the late C. C. 
Trowbridge, Mr. Lamson bought the Greenwood store 
in Corey block. The structure was practically destroyed 
by fire in November, 1897, and the firm moved into what 
was then known as the J. B. Billings factory, which at 
that time stood opposite the High School. After the 
new Corey block had been built the firm returned there. 
In 1905 Mr. Lamson purchased Mr. Trowbridgé’s in- 
terest in the business and has been sole owner ever 
since. Six years ago he had the store enlarged to twice 
its size and remodelled and rearranged. Since that time 
(Continued on page 113) 
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What the Hardware Council Is Doing 


Some suggestions for manufacturers, wholesalers and 
retailers to eliminate duplicate selling effort 


large a proportion of each 

branch of the industry blames 
the increase in the cost of distribu- 
tion, chiefly upon the custom of plac- 
ing small hurry-up orders fre- 
quently.” 

The above is a quotation from the 
report of the Committee to The 
Hardware Council on the causes for 
the increase in the cost of distribu- 
tion of hardware. 

The report goes on to say that 
‘while the high cost of executing all 
orders has been frequently discussed, 
the amount of detail required to 
execute an order by either a manu fac- 
turer or a wholesaler is not generally 
realized.” 

It further states that one of the 
leading manufacturers has published 
statements reciting ten steps through 
which each order entered has to pass. 
It was found that the cost of these 
ten steps amounted to over $2.50 per 
order. This is 10 per cent on an 
order amounting to $25, and on some 
of the smaller parcel post shipments, 
amounts to more than the selling 
price. 

The report also cites the case of a 
prominent jobber, who states: “In 
our house the following plan seems 
necessary to keep proper trace of 
orders.” The plan involves 32 sep- 
arate steps, and the records of that 
jobber show that it costs for labor 
alone, just one dollar per order to 
cover the cost, considering all type of 
orders handled with the exception of 
factory shipments. The average 
total cost to handle an order in that 
jobbing house is $3.50 per order. 


“To is remarkable to note how 


Turnover with Increased Cost 


“It is thought” the report con- 
tinues, “that perhaps the excessive 
development of the small order evil 
may be due in part to misapprehen- 
sion of the advantages of turnover. 

“Profitable quick turnover does not 
require hand-to-mouth buying or 
small frequent orders. 

“Turnover can be secured from 
concentrating capital in the articles 
that can be sold most frequently. 
Additional turnover secured by carry- 
ing an inadequate stock of such ar- 
ticles may be obtained at a greater 
cost than saving. 

“The capital of any business is 





limited. When each merchant de- 
termines the range of articles he can 
furnish to his territory or in his 
locality, in sufficient volume to pay 
him a profit, and of which he has 
sufficient capital to carry an adequate 
stock, and confines his stock and sales 
to these articles, his business will be 
on a sounder basis than if he engages 
in unintelligent competition tor a 
market that he cannot serve as well 
as others. 

“Increased volume does not bring 
increased turnover when the increase 
is secured by adding additional lines 
or items at the expense of being out 
of other items for which there 1s a 
greater demand. Certainly profitable 
turnover does not come from increas- 
ing volume by extending sales efforts 
beyond the sales territory that can be 
served as efficiently as other sources 
of supply. 

“Specialization rather than divers- 
ity 1s required by the intensive com- 
petition of the present day. Concen- 
tration in the lines each particular 
merchant can supply to the best ad- 
vantage may secure a larger busi- 
ness total than spreading capital and 
sales efforts too thin. 

“Such a policy followed by manu- 
facturers, wholesalers and retailers 
would eliminate a lot of duplicate 
selling effort.” 


Suggestions and Recommenda- 
tions 


(1) Study your outs. If you are 
frequently out of leading items order 
in larger quantities. If your capital 
is limited, drop the slower selling 
items or lines in order to provide the 
capital to carry an adequate stock of 
the lines that move faster. 

(2) Concentrate your sales effort 
upon the class of customers and the 
territory you can serve best. De- 
termine this by knowledge of your 
own business ; not by what your com- 
petitors may do. 

(3) Train your sales force to know 
about the lines you sell. If the 
variety is too great for one sales force 
to have a working knowledge of it 
all, departmentize your business and 
vour sales force. 

(4) Separate the items of general 
costs into— 

1—those that vary according to 
the dollars of sales. 





2—those that vary according to 
the physical volume stocked 

and handled. 
Charge group one as a percentage 
of selling price and group two as a 
fixed charge per unit of volume, and 
so determine whether you are selling 
low grade articles below actual cost. 

(5) Do not expect to receive or 
to render a service without pay either 
directly or indirectly. Find out what 
the cost of each service is and elimi- 
nate those that are not worth what 
they cost, either directly to those who 
receive them or indirectly in business 
building. | : 

(6) Meet the competition of those 
who sell at lower prices without ser- 
vice by allowing discounts ‘to offset 
service not required. 

(7) Meet the competition of those 
who sell only a few popular items by 
adding the smaller margin which the 
very quick turnover on such items 
requires and a correspondingly larger 
margin on the greater variety you 
carry for the convenience of your 
customers. 

(8) Secure the advertising value 
and reduce the selling cost of these 
closer priced popular items by dis- 
playing them so they will sell them- 
selves. 

(9) Suit the advertising material 
you distribute to the wants of your 
customers so as to prevent waste. 

(10) Take advantage of the readi- 
ness to buy created by advertising to 
increase your sale of those lines that 
show you a profit by prominent dis- 
play and effective use of advertising 
material. 

(11) Set a good example to your 
employees by working hard yourself 
and require them to follow it. 

(12) Work through the business 
organization of your community to 
prevent local governmental extrava- 
gance and waste. 

The purpose of this report was 
purely educational. The suggestions 
were submitted solely for the inde- 
pendent consideration of each manu- 
facturer, wholesaler and merchant 
for such application as he may feel 
desirable to the conduct of his busi- 
ness. 

The Hardware Council is earnestly 
working to improve conditions in the 
hardware industry. Give it your 
support and cooperation. 
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Get the Jump on 


Spring Sporting Goods Trade 


FFICIALLY spring is less than two weeks away. 

We are not going to predict weather conditions or 

hazard a guess just when spring weather will come, 
but we do know that spring sales of sporting goods are 
ready to come to those hardware stores who are equipped 
to handle this large spring volume. Throughout the coun- 
try daily newspapers are carrying the stories of southern 
training camps where the major league ball teams are 
practising for another big season. 

Industrial leagues, athletic clubs, church and school ath- 
letic associations, and many others are going through the 
usual preliminary movements necessary in the formation 
of a winning team. In just a few days there will be a big 
need for baseball suits, bats, gloves, masks, spiked shoes, 
balls, and the many sundries—and the early bird merchant 
will get the spring goods sporting business worm. 

Golf clubs are having their greens spruced up. The 
golfers are limbering up in the living room, while their 
wives hold breaths for fear that some accident will happen 
to the cut glass or light fixture. Golters are planning on 
new knickers, sweaters, clubs, bags, a couple of dozen 
balls, jackets, shoes, and other equipment for this popular 
game—and again the early bird will get the business. 

Lawn tennis authorities are picking cup teams and pre- 
dicting various winners. Tennis clubs, large and small, 
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The Hampton Hardware 
Co. of Marysville, Cal., 
has this tent set up in 
the middle of the store 
and finds it a great at- 
traction to its sportin’ 
goods department. 


+ ERR tax “By 


tame OS 
* ee Bye 


are regrading courts, shopping for new markers, rollers, 
garden hose, etc., while the anxious members are trying to 
figure out just what kind of racquets and balls to use this 
year, and again our friend, the early bird, will get the 
business. 

A little later will come the demand for bathing suits 
and there will be plenty of good spring and summer fish- 
ing. If you don’t believe the latter, just ask the nearest 
license clerk how the applications are coming in. 

The hardware merchant who appreciates these mer- 
chandising opportunities will start now to get this profit- 
able business. He will list up his team, club and associa- 
tion prospects for complete outfits, circularize as many 
outdoor fans as he can, visit personally as many clubs as 
he possibly can and tell the world (at least, locally) that 
he is the logical headquarters for sport goods. The best 
ways of telling the world will be through the window dis- 
plays, neatly and intelligently arranged interior displays, 
some newspaper advertising and, best of all, by direct 
individual solicitation to those who come into the store. 

A sporting goods department catering to all the out- 
door sports will be a big drawing card for your store, will 
impel many new people to visit your establishment and 
identify you with young and old in your community. 
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Many dealers find that score cards, team playing schedules 
and such forms of advertising help attract sporting goods 
business. Others offer trophies to winning teams and 
many post scores of the nearest important baseball games 
in the windows. All of these services to your commun- 
ity are appreciated. They show interest in local sporting 
events and place your store in the foreground when peo- 
ple are ready to purchase equipment. 

The call of the road will be “getting them” soon. 
The camper, the week-ender and the auto tourist will 
be starting out for the broad meadows and the tall tim- 
ber before the first robin of the season reaches the bor- 
ders of Canada. 

You fellows who have the stuff they need—the cook- 
ing outfits, the auto accessories, the tents and stoves, 
the blankets and canteens and lanterns and stools and 
hammocks, the tools and the hundred and one odds and 
ends that campers and tourists need and want, and think 
they ought to take along—you fellows in the hardware 
stores had better get busy and lay out your displays 
and re-order your “fill-ins,” if you expect to get the 
jump on the sporting goods dealer, the druggist and 
the mail order house. 

It’s not too early. Not at all. Why out in California 
they're already at it—have been since New Year’s Day. 
In Dixie they’re already under way, and going strong. 

In Marysville, Cal., a right smart little town, the 
Hampton Hardware Co. has a big tent set up on the 
floor right in the middle of the store. That’s a picture 
ef it that hit you plumb in the eye when you turned over 
to this page. Look it over. All the fixings, inside and 
out. 

This firm sells several 
thousand dollars worth of 
campers equipment every 





vear—actually takes it 
away from the mail order 
people. 

How? 


Sporting and camp goods 

display in the window of 

L. S. Knoek Co., Hart- 
ford, Conn. 
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Why, by getting the jump on the others. They start 
early and keep at it all season out in California. Of 
course the climate’s wonderful—“unusual” some folks 
call it—but it isn’t all climate or scenery either, not by 
a long shot. They go out and get customers, just as 
the mail order people do. 

The mail order people couldn’t make any headway in 
California. That’s why they had to open retail stores 


in order to get some business. 





The window above is a 
sporting goods display 
which brought real 
buyers to the store of 
the Wilkes-Barre Hard- 
ware Co., of Wilkes- 
Barre, Pa., and the at- 
tractive sporting goods 
department pictured at 
the bottom of the page 
is that of the White 
Hardware Co., of 
Wilkes-Barre 


But getting back to the place we started from, you 
fellows who gell camping stuff had-better get started, 
pronto. This is going to be a big year. 

In selling to those in quest of sporting and camp sup- 
plies there is the ever-present opportunity to ring up 


the extra sale. The endless number of items that the 
customer fails to remember—and cannot very well get 





along without. All that is needed in most cases is the 
mention of such articles. 

Do not wait until the actual season is upon you, but 
keep your window displays well ahead of it. The av- 
erage man or woman contemplates his or her vacations 
or trips as far as a year ahead and is interested at all 
times in the many items required. The seasonal idea 
has seen its best days. That is why furs are sold in 
August. It is not the weather that makes the furrier 
sell his wares at the height of the summer heat. He 
wants the business. Attractive displays of sporting 
goods will sell them well in advance of the season, too. 
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High Grade Toys 
Are Now the Rule 
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Open display tables of 

toys and games used by 

the Albany Hardware 

and Iron Co., Albany. 
N. Y. 
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Prosperity has created a demand for better playthings 
for children—Friday and Saturday nights find part of 
the pay envelope going for toys and vehicles. 


IMES have changed greatly. Standards of living 

have advanced rapidly since the first year of the 

great World War. Wages are high and money is 
plentiful. These conditions are very manifest to those 
many wide awake hardware merchants with toy depart- 
ments. The laborer’s child of a few years ago had to be 
content with a hoop, a home made wagon with wooden 
wheels and other makeshift or hand-me-down playthings. 
Today even the most humble home buys mi&any toys, each 
year. Parental pride is never more potent than it becomes 
when the neighbor’s child has a new coaster or a new 
house toy. If the neighbor’s child has this new plaything 
so must our child—that is the viewpoint of the present-day 
parent. If Smith can afford it so can we. 

Go to any industrial center or other community where 
the people depend on hourly wages for subsistence— 
watch the juvenile vehicle sales on Friday or Saturday 
night. It is a common sight to see the weary factory 
worker, led on by an enthusiastic child, enter the nearest 
hardware store to look at coasters, scooters, bicycles, 
skates. The child has been eyeing these lines for several 
weeks. His Dad finally consents to make the purchase 
on the next pay day and then comes the sale to the hard- 
ware dealer who has displayed attractively the many avail- 
able vehicles for children’s use. 

A greater appreciation of the benefits of outdoor life 
also followed the war and is another strong factor in 





helping the hardware merchant sell vehicles and outdoor 
toys. 

With the summer comes beach parties and a brisk de- 
mand for the many beach and sand toys. 

In practically every association convention in 1926 and 
in the current convention season one of the main topics 
under discussion was the need of extra lines for the hard- 
ware store. Toys received a generous amount of atten- 
tion in most of these discussions and every time the line 
was mentioned there were plenty of dealers present to cite 
profitable experiences with all-year toy departments. 

Though many hardware merchants have taken on toy 
stocks primarily for the Christmas holiday trade, each 
year sees an increasing number of hardware men operat- 
ing all-year departments for these items. The present 
New York Toy Fair, just about to close, was visited by 
many hundreds of hardware men looking for new lines, 
and new ideas in the merchandising of toys. 

The juvenile vehicle line, of course, has always been a 
staple hardware line, but today it has grown to include 
many models and numbers unknown to former genera- 
tions. When one sees juvenile vehicles selling at $25 and 
$40 or $50 in hardware stores located in normal com- 
munities, there comes a better realization of this impor- 
tant market which hardware dealers must cultivate. These 
pictures give you glimpses of some outstanding toy and 
vehicle successes in the retail hardware field. 
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Toys are being sold at all seasons of the 
year by these firms whose toy depart- 
ments are pictured on this page. Above, 
in the circular photo, is the extensive 
display of toys by H. W. Morse, Meri- 
den, Conn. Center: a display of chil- 
dren’s furniture and vehicles by Austin 
Hardware Co., Terre Haute, Ind. At 
the bottom is the vehicle display of John 
Farg, Lexington, Ky. As is pointed out 
in the accompanying article, the toy busi- 
ness is being extended, not only as to 
the seasons, but also as to the classes of 
trade which it reaches 
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California Retailers Will Not Contest 


Government Suit 


Convention at Sacramento votes to suspend publication of in- 
dorsed list, re-elects incumbent officers, hears prediction that 
chain stores are soon to enter hardware field 


HE recent action of the Department of Justice in filing a suit in San 
Francisco against the California Retail Hardware and Implement As- 
sociation, charging it with illegal publication, annually, of an alleged 
indorsed list of manufacturers and jobbers—as previously reported in 
HARDWARE AGE—was the outstanding discussion at the California associa- 
tion’s twenty-sixth annual convention, Feb. 16 to 18, Hotel Senator, Sacra- 


mento, Cal. 


A resolution was passed by the association indorsing the 


action of its secretary and executive committee in withholding from publica- 
tion, in this year’s convention program, the list in question. 

It is understood that the association’s attorneys will be instructed to 
inform the United States Attorney and the Federal Court in San Francisco 
that the association will permanently suspend publication of the so-called 


indorsed list, or any similar list. 


It is also understood that the California 


association will not contest the action that has been taken by the Government. 


Other features of the convention include 
the following: Predictions that chain 
stores will enter the retail hardware field 
in the near future; addresses on the future 
of hardware retailing; discussions on in- 
stallment selling, and on the changes that 
are taking place in merchandising prac- 





A. D. Ketterlin 
President 


tices; the re-election of all incumbent offi- 
cers, and passage of a resolution indorsing 
a proposed price maintenance statute now 
pending in the Congress and known as the 
Capper-Kelley Bill. The total attendance 
at the convention was about 250. It was 
voted to hold the next convention in San 
Francisco. About 50 manufacturers and 
jobbers had exhibits of hardware and re- 
lated lines on the mezzanine of the hotel. 
A. D. Ketterlin, Santa Rosa, Cal., presi- 
dent, presided. 

The association was formally welcomed 
by the Hon. A. E. Goddard, Mayor of 
Sacramento and sales manager The Thom- 
son-Diggs Co. Rivers Peterson, editor, 
Hardware Retailer, Indianapolis, Ind., 
spoke on the importance of improved hard- 





ware stores. He compared a hardware 
store display window to the front cover 
of a mail order catalog, and suggested 
that hardware window displays should be 
changed frequently and made as attractive 
as possible. Mr. Peterson also urged the 
use of more open merchandise fixtures in 
hardware stores. He recommended the 
general merchandising methods of chain 
stores, and demonstrated his points with 
several fixtures that have been designed 
recently by the National Hardware Asso- 
ciation. 

In the discussion that followed, it was 








— 





brought out that there is a trend on the | 
part of some department stores to have | 


the lower part of display windows in- 
closed, thus leaving the upper half of the 


background of the window open so that | 
pedestrians may have a partial view of. 


the interior of the store. Mr. Peterson 
objected to this, and stressed his belief in 
the value of a completely inclosed display 
window. 


Too Much Standardization 


Geo. H. Eberhard, president, The Geo. 
H. Eberhard Co., San Francisco, speak- 
ing on the problems of 1927, criticized 


the trend toward over-standardization in | 


the United States. He urged hardware 
dealers to “get away from being standard- 
ized in everything you think and do. Be- 
cause the chain stores have standardized 
is no reason why the independent hard- 
ware merchant should do it. Your salva- 
tion as an independent dealer depends on 
on your individuality, on your own in- 
itiative,” he declared. 

“The trouble with the average Ameri- 
can business man is that he is losing the 
pioneering instinct that made American 
business so extraordinarily successful. 
Today the average business man in the 
United States has no individuality to 
speak of, that is, in the sense that we 
understood the term a generation or two 





ago. We are too content to drift with 
the herd, to do as the other fellow does. 

“The leaders set the pace. They start 
what the others imitate. If you want to 
be successful as an independent merchant 
today, my advice is this: Be different. 
Be original.” 


Installment Selling 


Speaking on the over-extension of 
credit, or “the pyramiding of installment 
selling,” Mr. Eberhard said that “sales 
on anticipated earnings are increasing 
twelve times faster than tangible, négo- 
tiable earnings.” He said that while it 
is true that 80 per cent of the people of 
this country have deposits in the savings 
banks, this 80 per cent of the population 
has only 20 per cent of its money in sav- 
ings. Twenty per cent of the population, 
he stated, have 80 per cent of the deposits. 

Installment selling, in spite of its dan- 
gers, is here to stay, Mr. Eberhard pre- 
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dicted. He commented on it as an amaz- 
ing indication of the superficial optimism 
of the American public, particularly in 
view of the fact that such exhorbitant 
interest rates are charged by finance com- 
panies handling installment paper. Mr. 
Eberhard said that he is a director of 
three finance companies, and that the low- 
est rate of interest that he knows of on 
installment paper is 18 per cent. Most 
of it, he added, averages about 35 per 
cent, and in many cases it mounts to 50 
per cent. 

Speaking on the subject of clerks, Mr. 
Eberhard said that the chain stores have 
an advantage over the average independent 
retailer in the matter of handling em- 
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Tom Carrel (left), 80 years of age, fifty-eight years a travelling sales- 
man, still in the service; George King (right), 75 years of age, forty-six 


years a travelling salesman, still in the harness. 
ggs Co., Sacramento, Cal., hardware jobbers, 


for the Thomson-Di 


Tom Carrel travels 
and 


George King travels for the wholesale hardware firm of Holbrook, 


Merrill & Stetson, San .Francisco. 


retary, California Retail Hardware and Implement Association. 


In the center is LeRoy Smith, Sec- 


Photo 


en during the recent convention of the retailers at Sacramento 





ployees. Employees of chain stores, he 
said, are better trained in many cases; 
they know that they will be discharged 
if they do not measure up to the require- 
ments demanded by the management, and 
they are checked regularly in regard to 
their sales and general fitness for the posi- 
tions they occupy. 

Mr. Eberhard predicted that the tobacco 
chain store will be more of a competitor 
of the hardware retailer than it has been. 
The drug chains, he said, are losing ground 
because of the variety and multiplicity of 
items carried in stock. The cigar chains 
have to add more lines, he said, and he 
predicted that they will add _ profitable 
items that are now carried by many hard- 
ware stores. He urged hardware dealers 
to add new lines, and to do more aggres- 
sive selling in electrical appliances. He 
also stated that hardware men must find 
a way to combat chain store competition 
by more efficient buying. 


2 to 1 Ratio Urged 


Horace Pitner, assistant vice-president, 
Pacific National Bank, San Francisco, in 
an address on the credit situation, urged 
dealers to liquidate their personal debts. 
He said that he could see no important 
difference between credit extended on an 
installment sales contract and credit ex- 
tended on the old-fashioned charge ac- 
count, except that in the latter case the 
date of payment was seldom specified, 





while in the former case there is always 
a date named in the contract. 
Mr. Pitner said that the danger of in- 
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stallment selling, in so far as the individ- 
ual merchant is concerned, is not that he 
is likely to lose his principal, but that by 
the installment method he is tempted to 
extend his business and his credit to the 
breaking point. He recommended an ap- 
plication of the Federal Reserve Bank’s 
policy of credit control to all private busi- 
ness enterprises, that is to say, the 2 to 1 
ratio. “Have $2 worth of liquid assets 
to every dollar of outstanding credit on 
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“In that way you 
liquid against your 


your books,” he said. 
can keep yourself 
debts,” 


300,000,000 in Farm Implements 


L. S. Quinan, Sacramento, chairman ot 
the implement committee, speaking on the 
future of implement retailing, urged more 
definite cooperation among implement 
dealers. Government statistics show, Mr. 
Quinan said, that during 1925 the farmers 
of the United States bought 3,198,000 
plows, 2,295,000 cultivators, 518,000 mow- 
ing machines, 604,000 tractors, and other 
farm implements totaling in value about 
$300,000,000. He said that the cost of 
selling farm implements in the United 
States, that is, the retail overhead, ranges 
from 15 to 20 per cent. There seems to 
be a tendency on the part of the average 
hardware merchant who handles farm im- 
plements to make implements “the goat,” 
Mr. Quinan said. “Implements should be 
divorced entirely from the hardware de- 
partment. Implements should be sold in- 
dependently. They should be made to pay. 
Only by concentrating more attention on 
implements as a distinct department of 
your business can they be made to pay the 
way they ought to,” he declared. 

Following Mr. Quinan, John D. Turner, 
Modesto, Cal., told of his personal ex- 
periences as an implement dealer. He 
suggested more thoroughly trained sales 
forces, modern accounting systems, exclu- 
sive agencies on representative lines of 
implements, water systems, insecticides and 
similar things as being necessary for com- 
plete success in the farm implement busi- 
ness. 

Harry Nichols, Chico, Cal., spoke on 
the same subject and urged more coopera- 
tion among the individual implement deal- 
ers who are members of the California 
association. 


Mergers and Claims 
W. B. Allen, Palo Alto, Cal., ex-presi- 


dent of the state association and a director 
of the National Retail Hardware Associa- 
tion, speaking on the future of hardware 
retailing, said that in his opinion it de- 
pends altogether on the, capacity of the 
individual merchant. He urged closer at- 
tention to expenses, modernization of ac- 
counting systems, the adoption of a definite 
policy and merchandtsing schools for clerks. 
In this connection he told of his own pol- 
icy of having manufacturers’ representa- 
tives talk to his sales force once a month. 

C. F. Prentiss, president, Thomson- 
Diggs Co., Sacramento, speaking on the 
same subject as a wholesaler, declared that 
“if the retail hardware merchant fades 
from the picture, it is his own fault.” He 
said that while there have been many 
changes that have complicated business and 
increased the number of avenues of dis- 
tribution, fundamental conditions remain 
more or less the same, and human nature 
remains unchanged. 

“Consolidations are the order of the 
day,’ Mr. Prentiss said. “The only rem- 
edy where there are too many individual 
distributers in any given territory is for 
some of them to merge or be merged into 
one company.” He pointed out that chain 
and mail order systems are simply com- 


(Continued on page 83) 
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Iowa Dealers Study Future of Retailing 


A Feb. 8 to Il int 700 lowa hardware dealers met in Des Moines 


Feb. 8 to 11 in the Twenty-ninth Annual Convention of the Iowa 


Retail Hardware Association. 


As in past years, the convention ses- 


sions were held in the forenoons of the four days at the Savery Hotel, while 
the exhibits of over 100 manufacturers and wholesalers were in place at 


the Coliseum, a short distance away. 


At the opening session W. F. Mueller of Fort Dodge, president of the 
organization, sounded the keynote of the convention in his annual address 


when he said: 


our oars waiting for times to change and business to pick up. 
the dealer from the small town may think or say: 
tion from the chain store that the merchant in the larger town has.’ 
You have the competition just the same. 


fool yourself. 


“IT am afraid that too many of us have been laying back on 


Possibly 
‘I have not the competi- 
Don't 
Twenty or fifty 


miles 1s only a one or two-hour drive in these days of automobiles, and 
people will go where they can shop and look around.” 





“What is the result of this kind of keep- 
ing shop? The chain stores have gobbled 
all the smaller profitable lines. Large 
items such as stoves, refrigerators, vacuum 
cleaners, washers are being handied more 
and more by specialty houses and on long- 
term installment payments, which makes 
them unprofitable lines for the average 
hardware merchant. We may well study 
the question, ‘What Is the Future of 
Hardware Retailing ?’ 

“It is high time that we are waking up. 
That we get back the business that right- 
fully belongs to us. It is time that we 
are buying goods at proper prices, pricing 
them to our customers at figures equal 
to our competitors. Have all items marked 
in plain figures and out on tables where 
your customers can see and handle them. 
Carry a complete line—do not force your 
customers to go to the drug store and 
news stand for their wants. You do not 
have to worry about unprofitable lines, 
such as nails and fence. The chain stores 
do not bother about this class of goods, 
and your customers are bound to call on 
you for them.” 

The next speaker was Fred W. Ander- 
sen, proprietor of a general store at Cozed, 
Neb. Mr. Andersen, who last year did 
a total volume of business of $300,000 


in his town of 1300 population, gave some 





very sound advice to the hardware dealers 
and also told them of the various methods 
which he had successfully used in his own 
store. He said in part: “A mistake a lot 
of hardware men make is that they don't 
carry enough range of quality in certain 
lines. You carry a $1.50 or $2 hammer 
and are proud of the fact that you carry 
good stuff. The customer wants a ham- 
mer, and you bawl him out for wanting 
cheap stuff if he doesn’t want to pay the 
$2 for your hammer. Don’t you know that 
in your town of 1500 people there are 
only five or six carpenters. They are the 
fellows who want a hammer of quality. 
Also some of your farmers may want that 
kind of a hammer, but in that town of 
1500 there are 300 families, every one of 
whom wants a 50 or 75 cent hammer 
around the place because they only use it 
once a month.” 
Other extracts 
address were: 
“If you are doing business as you did 
five years ago, you are slipping, and if 
you are slipping, you had better get into 
the game and make a fight for the busi- 
ness which rightfully belongs to you.” 
“My five chief business principles are: 
(1) Dependable goods, (2) fair prices 
yielding a reasonable profit, (3) prompt 
intelligent service to customers, (4) ad- 


from Mr. Andersen’s 





vertising and lots of it, (5) community 
service for the creation of good will.” 

“Buy goods only from reliable manu- 
facturers and jobbers who have the name 
of giving you your money’s worth.” 

“Keep your windows trimmed and hooked 
up with all advertising.” 

“Change your windows once a week.” 

“Write your ads the same as if you 
were talking to the people.” 

“Advertise your churches, your chau- 
tauqua, your boy scouts, your commercial 
club, your fair association, or any other 
thing that goes to build up your town 
or county.” 

“Take a leading part in all local and 
community affairs.” 

“Go to all community meetings you can; 
try to help out by furnishing free coffee 
or other things.” 

“See that all roads and highways lead- 
ing into your town are well kept up.” 

“Do not knock other merchants or busi- 
nesses, but boost them.” 


B. Christianson of Wisconsin 
Addresses Convention 


B. Christianson, assistant secretary of the 
Wisconsin Retail Hardware Association, 
opened the second session of the conven- 
tion with his address, “Catching Up with 
Competition.” Mr. Christianson made the 
prediction that within five years’ time 
there would be no place in hardware mer- 
chandising for the man who did not adopt 
modern methods of doing business, and 
that modern methods meant well-assorted 


stocks, efficient advertising, courteous 
treatment, neat and well-posted clerks, 
quality goods, good show windows, a 


clean stock well displayed, assistance from 
the jobbers and less knocking among those 
who compete in the same line. 

In speaking of present-day competition, 
Mr. Christianson said: “The desire for 
greater volume is leading merchants today 
into competition that is unethical and un- 
intelligent. Inroads are being made by 
anyone and everyone upon almost every 
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legitimate line, such as was formerly con- 
ceded to a merchant who specialized in 
the sale of a given line of merchandise. 
The hardware trade has fallen heir to 
more than its share of this profit-destroy- 
ing competition. The drug store or any 
other kind of a store where hardware of 
one kind or another can be purchased 
should not be the real worry of the man 
who specializes in it. It is rather this 
growing tendency in all lines of retail 
business to deviate from the handling of 
specialized lines and this care-free attitude 
of almost every merchant to try this and 
try that when a pressing need for greater 
volume arises.” 

“There was a time when the only com- 
petitor that the hardware man had was 
another hardware man, but now it is the 
auto, radio shop and hundreds of other 
expenditures, large and small, that seem 
to take place everywhere but in the hard- 
ware store. There is but little hope that 
this competition may become less in the 
future.” 


Hardware Store Competition 


In discussing the position of the chain 
store in his talk on “Trends in Hardware 
Store Competition,” the next speaker, 
Frank Stockdale, of Chicago, pointed out 
the financial advantages enjoyed by these 
stores. He said: “The chain store busi- 
ness is here to stay in varied lines; strong 
financial conditions enable them to buy 
merchandise on paying terms. They not 
only buy their leaseholds right, but ex- 
traordinarily right. How many of you 
use the bonus system in your stores? That 
is a fundamental in almost every chain 
store in existence. So few retailers real- 
ize this fundamental. Lots of clerks slip 
because of various causes: financial wor- 
ries, domestic troubles and other reasons. 
The bonus system regulates this. Chain 
store organizations get their money when- 
ever they want it at the lowest rates that 
Wall Street offers. Larger buying power, 
rapid turnover, greater profits are the key- 
notes of chain store operations. Chain 
store success is based on economical and 
efficient service, location of store units 
and rapid turnover of stock. 

“You are going to solve the problem by 
weeding out your extra expense and your 
overlapping lines and specializing on hard- 
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ware, regular stock. Specialization will 
win the day.” 


A. R. Sale on “Installment 
Selling” 


In his annual report which was given 
at this time, A. R. Sale, secretary of the 
association, touched upon the subject of 
installment selling, as follows: “Whatever 
the theorists may decide, the big fact re- 
mains that the public wants to buy that 
way, and they are furnishing their homes 
which they bought on monthly payments 
by a plan of payments that ‘adjust their 
payments to their budgets.’ They buy their 
automobiles by the same plan that they 
pay for the roads over which they drive 
them. 

“Perhaps, in place of condemning the 
practice of installment selling, we should 
use our efforts to guide the purchasers in 
safe and sane investments which will add 
to their comfort and better living and 
bring to their lives something more than 
they can acquire by any other system.” 

Hobart R. Beatty, Clinton, IIl., presi- 
dent of the National Retail Hardware 
Association, was the first speaker on the 
third day of the convention on the sub- 
ject of “Improved Hardware Stores.” 
Mr. Beatty stressed the fact that the many 
services offered to the dealers through the 
state and national hardware associations 
put the individual dealer in a position to 
compete intelligently with the various 
forms of modern competition, and that 
it was up to the dealer to ask for the help 
that he needed. More general reading of 
trade papers was advocated by Mr. Beatty. 


Have One Plan of Advertising, 
Says Hobart R. Beatty 


In speaking of store advertising, Mr. 
Beatty said: “Figure how much you can 
spend on advertising and then lay out a 
careful plan and campaign. Don’t adver- 
tise one day a cheap percolator and then 
the next day advertise quality merchan- 
dise. Keep to one plan of advertising and 
bring out a special when you have a spe- 
cial. You are displaying in your adver- 
tising the kind and type of a store you 
are running. I think that every hardware 
store should have at least one special sale 
a year—a few can have two. Don't put 
it on in a busy season unless you have an 
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anniversary that happens to come at that 
time. An anniversary sale will be a good 
thing for you if you are an old store. 
Don’t give merchandise away—it is not 
necessary.” 

Charles Henry Mackintosh, Chicago, 
Ill, former president of the Associated 
Advertising Clubs of America, spoke on 
the topic, “Taking the Hardware Store to 
the Customer.” He stated that direct mail 
advertising was the best form for the re- 
tail store and that letter writing to cus- 
tomers should be developed more. He read 
several examples of trade pulling letters 
and gave figures as to the results obtained 
through their use. He urged the dealers 
in writing letters to stay away from stereo- 
typed phrases and needless words, and to 
put their own words and personality into 
the letter. 

The last day’s session of the convention 
was opened by a meeting of the insurance 
department, presided over by L. C. Ab- 
bott, Marshalltown, president of the Iowa 
Hardware Mutual Fire Insurance Co. 
After a short question box session along 
insurance lines, the meeting was turned 
over to W. F. Mueller, president of the 
association. 


Urge Use of Open Display 
Methods 


After a report by J. M. Krewson, who 
has been employed by the association as 
field man for the past six months, the 
president called for the reports of the 
various committees. The resolution com- 
mittee, through its chairman, F. J. Seibel, 
recommended resolutions on the following, 
which were adopted unanimously: A more 
general adoption of open display methods 
in hardware stores, a careful use of in- 
stallment selling, and the promotion of the 
agricultural, industrial and commercial in- 
terests of the state. 

L. C. Abbott, as chairman of the nomi- 
nating committee, recommended the elec- 
tion of the following officers for the en- 
suing year, and the report was unanimous- 
ly adopted, Albert Bojens, Atlantic, presi- 
dent; L. E. Lewis, West Liberty, vice- 
president; L. E. Lewis, C. A.. Knutson, 
Frank Siebel, H. M. Thomas and W. F. 
Mueller, members of the board of direc- 
tors, and A. R. Sale, Mason City, secre- 
tary and treasurer. 





Go Slow on Court Threats 


YOUR TRADE PAPERS 





Perhaps it should not be necessary 
to point out that the retailer bites off 
his nose, so to speak, who too easily 
makes meaningless threats to delin- 
quent payers that his lawyers, the law 
and the courts will be brought down 
upon their heads unless they come 
forward with the very important pay- 


ments. And yet it does seem to be necessary. 

We may think that the high-hatted gentry whom we 
send to the Court of St. James, England, and to other 
high places as ambassadors and “ministers plenipoten- 
tiary” have a monopoly and a sort of half-nelson hold on 
poker-faced diplomacy. But they have not. The aver- 
age retailer who does business upon a credit basis has to 
play that same little merry game of bluff, day in and 


day out, and to learn by hard knocks when to be easy- 
going and let a good customer or an unfortunate cus- 
tomer have extra time, and when to pull them up with 
a short jerk in order to bring them to their, senses. 

But the thing which he should learn early: in his busi- 
ness experience of collecting bills should be never to get 
caught bluffing. Really, the last and most extreme thing 
he is capable of doing is to put the matter of a delinquent 
bill “in the hands of an attorney” or to carry it to court. 
And, once the delinquent senses that you have your fin- 
gers crossed when you make these threats, you have 
already crossed the Rubicon, as the saying goes, and are 
forced to go ahead with stern methods, willy-nilly, 
whether you wish to or not. Very truly it has been said 
that one ‘Please’ beats a whole regiment of sheriffs’ 
badges. 
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Retail Salesman Has Inning at Nebraska 
Hardware Convention 


T is seldom that a retail hardware salesman holds the center of interest at 

a gathering of hardware store proprietors, and yet that is exactly what 

happened at Lincoln, Neb., during the twenty-sixth annual convention 
of the Nebraska Retail Hardware Association held Feb. 1 to 4. Charles 
R. Putney, employed by one of the stores in Lincoln, is the man who was 
able to tell the ““bosses” assembled something about running a hardware store 
from an employee's viewpoint, and at the same time offer some sound advice 
to his fellow salesmen. Mr. Putney stated that the tendency toward “cafe- 
teria’ merchandising in no way eliminated the need for efficient salesmen, 
but merely gave them more time and opportunity to sell specialty lines and 
to cultivate new customers. He advocated store meetings to be held after 
store hours at least every two weeks. A program for each meeting should 
be carefully planned covering two to five topics, such as the discussion of 
trade paper articles, new merchandise, local conditions, demand for goods 
not carried, prospective outlets for slow-moving lines and the proper ap- 
proach of customers. 





Part of Mr. Putney’s advice to his fel- | man collect sometimes—and don't start 
lows behind retail counters was, “Use the | with the hardest ones. Remember that 
traveling salesman as a means of informa- | every employee in your store is a sales- 
tion about your merchandise. He may of- | man, even the delivery boy and the furnace 
fer you funny stories the first time you ask | installer. Their demeanor as they work 
him but I'll guarantee he will be posted | may help your business or hurt it. It is 
and all primed on his next visit.” far easier to train expert salesmen than 

To the store proprietors he said, “Try | to hire them—if a clerk doesn’t take to 
turning over a slow moving line to one | responsibility, get rid of him.” 


man exclusively. Direct the prospective Nearly 400 in Attendance 


customer to him and let him make the 
price. Give him a hand in the re-stocking The convention sessions were confined 
of this line and you will be surprised at | to the forenoons of the four days of the 
the good results you will get. No sales- | meeting and aproximately 400 dealers in 
manship course can tell your clerks how to | attendance. Much of the first session 
approach your customers—that is an in- | was given over to the formal address of 
dividual matter which they must work out, | welcome and the reports of officers and 
each for himself. Another thing that we | standing committees. Herbert P. Sheets, 
can all study is the neighborhoods where | secretary of the National Retail Hardware 
chain stores and mails order houses thrive | Association started the real convention pro- 
and see if this competition can be met.” gram of talks and discussions with his ad- 
Keep a record of each man’s sales and} dress on “The New Era in Merchandising 
let him have it once a month. If he has} and the Problems it Presents. “By the 
done better or worse he should know it— | way of explanation of the change in buy- 
it will help develop interest and a feeling | ing habits and merchandising methods, Mr. 
of responsibility in him. Let the sales- | Sheets pointed out some of the marked 








transformations in living conditions that 
have taken place within a comparatively 
few years. He cited the change from the 
horse and buggy to the automobile and 
aeroplane, from fire-places to steam heat, 
from the parlor organ to grand pianos 
and radio and so on. With this as a back- 
ground he followed through the evolution 
of the public’s needs and urged the deal- 
ers to think of their business in terms of 
today if they were to survive the modern 
competition offered by the mail order 
houses, chain stores, drug stores and other 
agencies. 

On the second day, S. A. Sanderson, a 
retailer from Lincoln, was scheduled to 
speak on “Distribution Problems from a 
Retailers Viewpoint,” but was unable to 
be present and his address was read by 
T. G. Nolan. It was Mr. Sanderson's ad- 
vice that the retailer must remember that 
he was the purchasing agent for his com- 
munity and not merely a distributing agent 
for various manufacturers. In other words 
it is necessary to study the actual needs 
and demands of the community, both for 
merchandise and service, and then to sup- 
ply that demand rather than try to force 
a demand for the things the dealer or the 
manufactuurers would like to sell.” 


Speaks on Store Arrangements 


“The small retailer need have no fear 
for the future,” said H. W. Bervig of the 
National Retail Hardware Association of- 
fice, talking the “Battle for Business,” “but 
he must forsake the customs of his father 
and his grandfather and adapt himself to 
changing conditions. He must make a new 
aproach to his business and view in the 
light of modern and not age-old condi- 
tions.” 

The arrangement of stores and the dis- 
play of merchandise is one of the greatest 
factors in present day methods, the speak- 
er declared. To compete successfully with 
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the mail order houses and chain stores re- 
tailers must adopt the three fundamentals 
of display—sight, touch and price. Mr. 
Bervig illustrated his talk by showing a 
modern display table and pointing out its 
various features and giving the reasons for 
them. He further stated that merchandise 
must be out where it can be seen and 
where customers can handle it and it must 
be plainly priced. 

The speaker used charts showing the 
floor plans of modern stores and explained 
the location and width of aisles, the lo- 
cation of the office, the kind and type of 
wall fixtures and the arrangement of the 
center floor display. 

J. Fred Berner, Jr., a hardware dealer 
from Buffalo, N. Y., was the next speak- 
er and he described modern competition 
as a “fair trial of a dealer’s power, skill 
and fitness.” 

Mr. Berner further stated that modern 
retailing demands a better salesmanship 


specialties were not crowding staples out 
of the foreground customers “bought” 
merchandise. However, now it is “sold” 
and efficient salesmen are factors in a busi- 
ness. “The man who follows education, 
advertises and demonstrates his goods,” 
said the speaker, “and keeps abreast of the 


place in modern business but he who hates 
and envies his successful competitor is 
certain to go backwards for there is no 
place for it in this age. The sooner hard- 
ware men realize this and adjust them- 
selves to the new regime, the sooner they 
will prosper.” 


Economist and Editor Speak 


On the third day of the convention be- 
sides the talk already mentioned by Charles 
Putney, addresses were .made by Dean 
Charles M. Thompson of the University 
of Illinois and D. M. Andrews, Western 
editor of HARDWARE AGE. 

“New methods of merchandising are the 
chief concern of the hardware dealers,” 
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Dean Thompson told the convention. “The 
first reaction to the chain store and the 
mail order house was resentment and too 
often still that is the fact. It can’t help 
any. If the new method has more merit 
than the old it is going to survive. Where 
it does survive then it must have merit 
and there is more profit in studying its 
operation than in crying out against it. 
Other things being equal, the customer 
prefers to be led astray by apparently bet- 
ter price values and the retailers must be 
able to show him his error.” 

“The rapid shift in credit and the im- 
mense growth of installment buying have 
really resulted in adding the future mar- 
ket to the present market. The danger is 
not so much to the customer as in building 
up a great machinery of manufacturing 
and distribution which the market cannot 
indefinitely support,” stated the speaker. 


'“One of the retailer’s problems is to fore- 
cast the demands of the public and then 
to meet competition and that so long as | 


prepare to meet them.” 

Mr. Thompson said that the word and 
act of service was overworked. The right 
thinking customer knows what he thinks 
is fair service and doesn’t demand any 
more. 

In speaking on the subject of “Mer- 


, adi fa _chandising Team-play,” Mr. Andrews 
times will survive. Fair competition has a | 


stated that the common definition of co- 
operation seemed to be getting the other 
fellow to work for you. He asked the re- 
tailers to remember that in asking the 
jobbers and manufacturers for closer co- 
operation that they themselves owed some- 
thing to these two links in the chain of 
distribution. He pointed out the fallacy 
of the retailer demanding that the jobber 
sell him merchandise in retail quantities 
but at wholesale prices and then complain 
because the jobber sold to non-hardware 
sources to maintain his volume. Mr. An- 
drews also pointed out the need of greater 
cooperation among the dealers in a lo- 
cality, not only the hardware merchants 
but all merchants, especially along credit 
lines and cited several examples of the 
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benefits to be had from an exchange of 
credit information. 

L. R. Wilson, a newspaper publisher of 
Lincoln was the first speaker on the pro- 
gram on Friday, the last day of the con- 
vention and he gave a very interesting 
talk on “Store Advertising.” He stated 
that there were six major reasons why a 
retailer should advertise and he enumer- 
ated them as follows: 


1. Advertising will widen the store’s 
acquaintance. 

2. Advertising will locate the store, 
which can be seen only from a certain 
distance, in the minds of the public. 

. Competitors are drawing the public. 

. Advertising creates good will. 

. Good advertising will help meet pres- 
ent day competition. 

6. Advertising will give you an incentive 
to improve the appearance of your 
store. 


Cn de WF 


Mr. Wilson further stated that in writ- 
ing advertising it was only necessary to 
ask yourself the reasons why people do 
or should trade at your store and the 
answers would form the basis of result 
producing advertising copy. 

Following «Mr. Wilson’s address, H. P. 
Sheets, appeared on the program for a 
second time with a concise review of the 
entire convention. 


Election of Officers 


The last thing on the program was the 
election of officers for the ensuing year. 
Upon the recommendation of the nominat- 
ing committee the following were elected 
unanimously: George Bischof, Nebraska 
City, president; Howard L. Scofield, 
Lincoln, first vice-president; Gale Law- 
son, Hastings, second vice-president, and 
Anton Hanson, Upland, and J. A. Simerka, 
Walthill, new members of the board of 
directors. At a meeting of the new board 
of directors later in the day George H. 
Dietz, Lincoln, was re-elected secretary 
and treasurer. 





California Retailers Will Not Contest Government Suit 


binations of wholesale and retail estab- 
lishments under one central control. 

Rivers Peterson predicted that chain 
stores will invade the hardware retail field 
in the near future. “Without a doubt the 
chain store is coming in the hardware 
field,” he said. “I recently talked on this 
subject with a prominent man, and he told 
me that if I ever find a competent man, 
one able to organize a large chain of stores 
in the retail hardware field, to let him 
know. He knows men in New York and 
Chicago who are willing to invest capital 
in such an enterprise if they can be assured 
that it will be efficiently managed.” 

Mr. Peterson predicted that the future 
will develop two distinct types of hardware 
stores. One will be on the main streets 
of towns and cities, will be operated on 
the chain store method, will pay large 
rentals and employ girls as clerks at low 
salaries, and will sell small items to retail 
for not more than $10. The other type 
will sell heavy items, washers, stoves, 
vacuum cleaners, refrigerators, etc., on a 





(Continued from page 79) 





LeRoy Smith 
Secretary-Treasurer 


side street at low rental and will employ 
high pressure, outside salesmen. 
E. B. Gallaher, president, Clover Mfg. 





Co., Norwalk, Conn., in an address based 
on the cycle theory of economic trends, 
pointed out that for the next twenty years 
economists believe that business will be 
conducted in the face of slowly declining 
prices. He said that just as much money 
can be made in a declining market as in 
one that is rising. In a declining market 
it is necessary to buy and sell quickly. 
In a rising market the secret of profit 
making is to buy and hold. He urged the 
liquidation of personal debts, caution in 
regard to installment selling, investigation 
of the collateral credit of all buyers, and 
more attention to collections. 

Sacramento Valley Retail Hardware 
Dealers’ Association had charge of enter- 
tainments. All incumbent officers were re- 
elected. They are: A. D. Ketterlin, Ket- 
terlin Bros., Santa Rosa, president; Frank 
Smith, Fisher-Glassford Hardware Co., 
Fresno, first vice-president; Walter Mari- 
ani, S. Mariani & Sons, San Francisco, 
second vice-president; LeRoy Smith, San 
Francisco, secretary-treasurere. 
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Robt. Russell 


2nd Vice-President 


Thirty-fourth Annual Convention of the New 


England Hardware Dealers Association 


I and enjoyable. 


upon for a worth while program. 
Mass., Feb. 


and exhibits were at the Mechanics Building. 


Sessions 
Each session started with 


an informal question box discussion under the very able chairmanship of 


Archie Osborne of Holyoke, Mass. 


the exhibit committee and as usual did a mighty fine job. 
were particularly good, varied and well attended. 


Nichols headed 
The exhibits 
Vice-President Henry 


Treasurer Calvin 


Duncan was chairman of the convention committee. 


President Robt. P. Adams, Worcester, 
Mass., presided throughout the conven- 
tion and handled his duties with skill. 
Russell J. Atkinson, Brooklyn, N. Y., 
N.R.H.A. vice-president, was a guest, and 
speaker and an active participant in the 
various interesting discussions. 

Henry Duncan, Everett, Mass., was 
elected president to succeed retiring presi- 
dent Robt. Adams. Arthur E. Moreau, the 
Hardware Mayor of Manchester, N. H., 
is first vice-president and Robt. Russell, 
Holyoke, Mass., was chosen as_ second 
vice-president. Secretary George A. Fiel 
and treasurer Calvin M. Nichols both of 
Boston were reelected to their respective 
offices. 

President Adams officially 
convention Tuesday morning welcoming 
the delegates and guests and outlining 
briefly the activities of the association’s 
president and efficient secretary, George 
A. Fiel. In part Mr. Adams said: 

“There are two prominent questions in 
addition to those in our Question Box Dis- 
cussion, which should engage our atten- 
tion. The first is: 1. How long will the 
present prosperity continue? And: 2. Are 


opened the 





the textile, shoe and leather industries 
safely back on the road to prosperity? One | 





Geo. A. Fiel 
Secretary 


must acknowledge that many of our mem- 
bers who have been dependent on these 
lines for their trade have been on what is 
called ‘spotty territory.’ 

“Our treasurer will show you that our 
finances are in excellent condition and 


tion 





HE thirty-fourth annual convention and exhibit of the New England | that the most friendly spirit exists be- 
Hardware Dealers Association was typically interesting, instructive 
Secretary George A. Fiel can always be depended 
The convention was held in Boston, 
2 to 24 with headquarters at the Copley-Plaza Hotel. 


tween our membership in the six New 
England States. The president and two 
vice-presidents have visited many of our 
members with the secretary, and have been 
made welcome by the craft. 

“This month the president and secretary 


have patd fraternal visits to the Con- 
necticut Hardware Association at New 


Haven, Conn., the New York State As- 
sociation at Albany, N. Y., and the Penn- 
sylvania and Atlantic Sea Board Associa- 
at Philadelphia, Pa. Hardware 
exhibitions have been examined in all of 
these places and also the second annual 
convention of the Connecticut “Nut- 
meggers” at New Haven was attended, 
where we were guests. It has been in- 
spiring to see these organizations at their 
work and to witness their prosperity. 
“The New England Hardware Asso- 
ciates while having an entirely separate 
organization, which is prosperous, still 
cooperates with the parent body in its 
several activities, and is generous in its 


support of the New England Hardware 


Dealers Association. 
“Our National Organization is growing 


in strength every year, and finds opportu- 
nity to aid every member who asks its as- 





sistance. The annual Hardware Survey 
is a wonderful compilation of facts and 
figures, which has only to be studied to 
be appreciated. It grows better every 
year. 

“Our board of directors has voted 
unanimously to invite the National Retail 
Hardware Association to hold its 1928 Na- 
tional Convention in Boston. We trust 
at the Executive Session, which will be 
held on Thursday of this week, that this 
action will be ratified by the New En- 
gland Hardware Dealers Association. 
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“In closing, the most pleasant duty of 
the year devolves on me. The National 
Organization in its wisdom chose to send 
to us, to represent them, First Vice-Presi- 
dent R. J. Atkinson of Brooklyn, N. Y. 
We are also happy to acknowledge that 
Mrs. Atkinson accompanied him, and we 
are all pleased at the opportunity of enter- 
taining both Mr. and Mrs. Atkinson.” 

R. J. Atkinson, Brooklyn, N. Y., vice- 
president, National Retail Hardware Asso- 
ciation, was the principal speaker of this 
session. His subject was “Current Trends 
of Business.” In part, he said: 

“There has always been evolution or 
trends in all living and all business. With 
the advent of the war and the higher 
plane of living, which an increased wage 
brought, it seems to me that the develop- 
ment of the retail business has been more 
rapid than at any time in its history. 

“One of the main items that has brought 
this about is the entering of large capital 
interests into the retail field. Whether 
this was brought about by a curtailment 
of investment in other fields, or whether 
a study of the retail situation seemed to 
hold a lure for the investment of capital, 
or whatever other thought entered into 
the minds of large capital interests, I do 
not know. But everywhere we can see 
that this is a fact. 

“Department stores have grown into im- 
mense establishments, chains in almost 
every field have made unparalleled ex- 
pansion. The automobile industry has 
grown, if you will follow its history, into 
a business that puts Aladdin and his Won- 
derful Lamp into the shadow. 

“Advertising has been framed to invite 
and encourage the consumer to possess 
many items which to a great extent al- 
ways seemed to be beyond his reach. 

“The capitalizing of the eye over the 
mind as a buying unit by making a dis- 
play and showing price as the prominent 
feature instead of value, has been an im- 
portant factor in this great expansion. 

“The organization of immense selling 
units, carrying with it a direct appeal to 
the consumer is also a subject that should 
be studied. 

“Good roads have made accessible near- 
by cities and towns, and diverted much 
capital to them that formerly stayed at 
home. 

“What brought this all about is hard to 
analyze. We know it is here, but whether 
it is a condition that will further expand, 
or whether competition and a study of the 
subject will again return trade to what we 
might term its regular channels is a very 
debatable subject.” 

In closing he spoke of the work of the 
National Hardware Council, saying, “No 
trade since the world began has had the 
advantages of having a constructive body 
of this kind analyze its distribution, and in 
the interests of the trade as a whole, and 
in your personal interest, I would urge 
that you give very careful study and 
thought to the published report of the 
council’s findings.” 


Frank E. Carlisle, Springfield, Mass., 
said: 

“The small store needs high pressure 
selling methods as well as the large store. 
Make your store the kind of store the 
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people in the community will be attracted 
to and want to come into to trade. 
“Some of the things every store, large 
or small will have to adopt are: 
“1. Open at 7.30 or 8, at the 
latest. 


store 





Robert Adams 
Retiring President 


“2. Cleanliness and neatness. 

“3. Departmentized store, with  ac- 
curate’ records. Every merchant 
should have an accounting system 
which should tell him the cash and 
credit sales of each clerk. He should 
also know the sales and purchases 
by each department. 

“4A strong credit department. The 
credit department of any store is 
a solid foundation upon which the 
store rests. The surest way to 
eliminate chain store competition is 
the credit department. The depart- 
ment store uses the credit basis as 
one of its strongest building busi- 
ness methods. 

“On our accounts we thou- 


have two 





Calvin M. Nichols 
Treasurer 


sand open book accounts that are active. 
We also have ten to twelve thousand 
ledger cards with people. The mailing 
list is formed from these credit accounts. 
“S| Be on the outlook for new articles, 
fads, things of the day which have 
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a quick sale. Bird cages: we sell 
about 400 a year. The man in charge 
knows all about birds. Some items 
are good sellers today, but in less 
than a year from today they are 
dead. There is a good possibility 
in skates and skating outfits. <A 
great many shoe stores are selling 
hockey skates. The best way I 
know to get high pressure selling is 
to read the trade papers and maga- 
zines and carry out some of the 
ideas.” 

Vice-president Arthur = E. 
Hardware Mayor of Manchester, N. 
said: 

“This is the first opportunity I have had 
to speak to a gathering of hardware men 
since I joined the association, and that 
is a good many years ago. I feel I am in- 
debted to you members. My success has 
been due in a large measure to what I 
have been able to get out of the meetings. 
I thank you now for what you have done 
for me. 

“The subject assigned to me was ‘The 
Leisure-Loving American.’ I have passed 
up that subject. I will talk on what | 
think is very essential to the future of re- 
tailing. We have every reason to be dis- 
turbed. When we consider that the old 
drug store is being entirely reorganized, 
that the old grocery store is being wiped 
out by the chain store, we have every 
reason to be disturbed. What is the pres- 
ent situation today as far as the retailer 
is concerned ? 

“There are three successful groups of 
retailers. There is the mail order house, 
the cash and carry store, and the depart- 
ment store. Which one of these three or- 
ganizations should we follow? Which is 
our best bet at the present time? The 
mail order house used to be a_ subject 
which was discussed in convention by 
every speaker who came up to the plat- 
form. We don’t hear much about it to- 
day. In fact, some of the mail order 
houses are opening up department stores. 

“We have opened a department similar 
to the cash and carry store. We carry an 
inferior line of merchandise from the 
standard line. It is, however, a good line 
for the householder. We display the goods 
on counters and we are meeting that com- 
petition in a fair way. 

“The department store is a model for 
the hardware man to “follow. Some of the 
stores are carrying birds and a lot of 
other lines that the regular hardware 
stores do not carry. 

“In Manchester, with a population of 
85,000, we have a store with fifteen dis- 
tinct departments. We try to carry every- 
thing which the public will buy, every- 
thing outside of groceries and dry goods. 
We advocate credit. We have a large 
credit department. We have a delivery 
system and try to deliver all the goods we 
possibly can. We do quite a bit of news- 
paper advertising. The quicker you realize 
that you have got to handle as many lines 
as you possibly can handle, the quicker 
you will realize on profits.” 

Talking on small orders L. Waldo 
Thompson, Woburn, Mass., analyzed this 
phase of retailing and quoted Llew S. 
Soule’s editorial in HARDWARE AGE entitled 
“Hand to Mouth Buying.” 


Moreau, 


H., 
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Dr. Arthur W. Gilbert, commissioner 
of agriculture for Massachusetts, talked 
apples to the dealers at their opening 
convention session in Paul Revere Hall. 
He said that agriculture had declined very 
seriously throughout Massachusetts and 
New England in recent years, the total 
value of products of this State having 
shrunk about two-fifths in a period of 
vears. 

It is coming back, however, he told 
them and he mentioned one large whole- 
sale house in Boston that sells hundreds 
of carloads of apples yearly. Some years 
ago it bought all its apples from outside 
New England. Last year it did not sell a 
carload except what was raised in New 
England. 

This session was summed up by N.R. 
H.A. Director Arthur C. Lamson, Marl- 
boro, Mass. 

In the question box discussion which 
preceded the regular Tuesday session, it 
was generally agreed that hardware store 
shorts would run about 10 per cent. R. J. 
Atkinson said a hardware man must keep 
up his stock, because most hardware is 
needed for a specific purpose and is not 
easily substituted. Mr. Curtis of Berlin, 
Mass., said he did not wait for shorts but 
acted when he saw his stocks getting low. 
Robt. Russell, Holyoke, Mass., said he 
used a want book for entering up all low 
stock items. Henry Duncan, Everett, 
Mass., said hardware men must analyze 
their sales and buy accordingly; regulating 
their normal stock to fit local requirements 
and in this way avoid both dead stock and 
shorts. 

Alfred Rosenberg, Rockville, Conn., 
said: “If you have been the truce purchas- 
ing agent of your community you should 
be able to regulate your stocks to handle 
local needs. Any man serving the same 
community for several years has found an 
individual problem which may be entirely 
different from the other fellow’s worry.” 

Chairman Archie Osborne, Holyoke, 
Mass., said: “We have added so many 
new lines our store looks like a hardware 
specialty store. Perhaps we have paid too 
much attention to new lines, but I doubt 
very much if the regular hardware store 
without some specialties and new goods 
could pay the rent.” 

Mr. Lamson told of his experiences in 
remodeling his store in 1920. By studying 
the lines which were active and cutting out 
those which were obsolete he has saved 
considerable display space which is now 
available for new desirable lines. 

In a discussion on selling window venti- 
lators some members said that chain stores 
cut the market, sales making a legitimate 
profit impossible. To discount this idea Mr. 
Carlisle told how he sold 125 dozen at 59 
cents when a nearby chain offered them 
at 25 cents. Other members agreeing with 
Mr. Carlisle cited similar experiences with 
ventilators and other lines. Mr. Rosen- 
berg said that confidence was more potent 
than price. 

The hardware stores of yesterday were 
well built on firm foundations, declared 
J. F. Berner, Buffalo, N. Y., at the 
Wednesday session. “The department 
stores showed us cleanliness,” he _ said, 
“and the chain store showed us how to 
display goods so that people could see 
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and steal them, and by this method were 
able to build a 50-story building in New 
York as a monument to this method.” Mr. 
Berner emphasized the need of cooperat- 
ing with fellow merchants in your own 
community and told of the successful 
“Williams St. Plan” used in Buffalo by all 
merchants to improve business on that 
street. Cooperative advertising and sell- 
ing plans were used by this group and each 
merchant benefited. 

When the Wednesday question box ses- 
sion opened Chairman Osborne handed 
over the meeting to Mr. Atkinson who im- 
mediately asked if there were present any 
men who had never said a word on a con- 
vention floor. About eight members 
raised hands and on these eight Mr. Atkin- 
son concentrated, giving each an opportu- 
nity to take the floor. In a discussion on 
installment selling Mr. Russell said he 
found this trade satisfactory when notes 
were made payable at a local bank and 
only fair when payable at the store. He 
also said that he thought no dealers should 
carry more than the equivalent of two 
months’ sales on the books at any time. 

On the subject of discounts to contrac- 
tors Geo. J. Benware, Newport, Vt., said: 
“We give contractors 5 per cent off at 
the time of purchase and another 5 per 
cent when the bill is paid, if paid when 
due. If cash is paid at time of purchase 
10 per cent discount is given. If the con- 
tractor waits on the payment he retains 
the first 5 and gets the usual 2 per cent 
if within the proper time limit.” 

A member asked if clocks and watches 
were suitable for hardware stores and the 
majority of members present were highly 
in favor of these two items as profit 
makers and said they experienced no diff- 
culty on returns. 

John W. Odlin, advertising counsel, 
Worcester, Mass., spoke on advertising at 
the regular Wednesday session. In part 
Mr. Odlin said: 

“Few of us realize the situation as it 
appears from the view point of the manu- 
facturer. Most of us are so busy with 
what we think concerns us most directly 
that we do not give much thought to the 
collateral work that is being done by 
those who design and manufacture many 
of the items in the hardware line. 

“Manufacturers are not unmindful of 
the fact that the dealer controls to a con- 
siderable extent the output of his product, 
and the successful dealer ought to ap- 
preciate such opportunities presented to 
him by manufacturers. With merit in 
a new article like this, should not dealers 
welcome and encourage such manufac- 
turing enterprise ? 

“The country generally refers to New 
England business men as conservative al- 
most to the extent of dry rot, and we are 
clearly suffering accordingly. One way 
to help hold our own, or better yet, to 
go ahead is to encourage those who have 
the vision and spirit to lead rather than 
to merely follow. 

“Alarmists have for some time been 
crying that New England is suffering from 
the disease diagnosed as ‘going backward.’ 
Other progressive communities are offered 
as comparison. They say that our textile 
business is going South, our machine tool 
business going West, our lumber business 
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going North, and our liquid business they 
say has gone 12 miles East. 

“As a matter of fact, however, New 
England has started other parts of the 
country in manufacturing businesses, but 
there still remains enough to provide 
ample work for a greater army of me- 
chanics and other skilled workers than 
ever before within New England, the fair- 
est and best section of the United States. 

“New England is conservative. New 
England is not boastful, but New England 
is reliable and building its business struc- 
ture in the surest, most substantial way. 
For many of the manufactured necessi- 
ties of life, the country and the world 
turns to New England and finds here the 
reliability that has marked the manufac- 
turing history of these six States since the 
establishment of the thirteen original 
colonies. Those who cry that New En- 
gland is not progressive are admitting in- 
dividual weakness or something that has 
not yet been established, and I believe 
never will. 

“The spirit of New England is progres- 
sive. It does not build the flimsy struc- 
ture that goes up quickly and falls as 
suddenly. It builds for lasting worth, and 
you gentlemen so closely identified with 
the merchandising of hardware products 
realize this, | am sure. You buy New 
England made goods to a large extent 
because they are the best to be had; and 
you know perhaps better than any group 
of retail distributors that New England 
is not a backward child in the great Amer- 
ican school of business progress.” 

Harry Kaiser, president, and W. Glenn 
Pearce, field secretary of the Pasha, were 
both present as guests at the Thursday 
sessions. They expressed pleasure at be- 
ing present and both complimented the 
question box work. 

Henry Duncan said that credit business 
is one type of sales which the chain store 
cannot obtain and that in every town there 
is a large volume of good credit business 
which should be obtained. 

Mr. Atkinson said that hardware men 
overestimate the customer’s knowledge of 
values and a few minutes later in answer 
to the question “Should hardware dealers 
or pawnbrokers get seconds?” he said: 
“Regardless of where the seconds go they 
should be so marked and plainly marked.” 

The troubles of difficult parking and 
parking restrictions weré considered. Mr. 
Adams said that his town was experiment- 
ing with parking laws and that with no 
parking permitted in important streets it 
was now possible for people to get to your 
store when interested. Another member 
said he believed that parking difficulties 
were so general and understood that people 
did not expect parking privileges in down- 
town sections. 

In discussing the proper percentage of 
gross sales which should be invested in 
advertising the majority agreed on from 
1 to 3 per cent. 

W. J. O'Donnell, Bigelow & Dowse Co., 
Boston, Mass., addressed the Thursday 
session on the subject of. improved hard- 
ware stores, telling of changes for the 
better he had seen and urging more at- 
tention to the appearances of stores. He 
demonstrated with models the importance 

(Continued on page 112) 

















* 
3 
id 
E 








March 10, 1927 


W. A. Scott Manager of 
McKinney’s New York 


Corporation 


For Several Years With Sales Depart- 
ment in Pittsburgh—Becomes Man- 
ager of New York Subsidiary 


McKinney announces the formation of 
a New York corporation which will be 
known as the McKinney Mfg. Co., Inc., 
with offices and warehouse at 73 Warren 
Street. This corporation will handle the 
sale of all McKinney products in New 
York City and adjacent territory. Officers 
of the New York corporation are: R. L. 
McKinney, president; W. S. McKinney, 
vice-president; J. P. McKinney, Jr., sec- 
retary-treasurer. These three officers with 
W. A. Scott form the board of directors. 





William A. Scott 


Mr. Scott, who has been connected with 
the Pittsburgh sales department for sev- 
eral years, has been appointed manager of 
the New York corporation. 

The New York corporation will carry 
quite a large and complete stock of all 
prominent McKinney items. Two floors 
are provided for stock and one floor is 
being used for offices and display room. 

Members of this sales force include 
J. H. Hoke, who has represented the 
Pittsburgh company in the _ southeast; 
E. J. McClure, formerly Philadelphia rep- 
resentative for the same, and C. E. Han- 
nam, who has been with John H. Graham 
& Co., New York City. 





Manhattan and Bronx Hardware 


Dealers Hold Annual Party 


The second big party of the Manhattan 
and Bronx hardware dealers was even 
bigger and better than the first. It was 
again held at the Cornish Arms Hotel, 
311 West Twenty-third Street, New York 
City, Monday, Feb. 28, and attracted 125 
dealers and guests. G. Duncan MacLeod, 
chairman of the association’s entertain- 
ment committee had full charge of the 
party and did a bang-up job, providing an 
unusual banquet, fine entertainment and 
plenty of good music for dancing. Mem- 
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bers and guests were required to bring 
their wives or sweethearts, and only a few 
exceptions to this rule were permitted. 

A special souvenir program, also under 
the direction of Mr. MacLeod, tickled 
everybody, and will serve for some as a 
remembrance of a fine evening with the 
hardware men and their ladies. President 
Ed. Ferguson was fortunate to have such 
an able chairman as G. Duncan MacLeod, 
who also is an able hardware merchant at 
143 East Thirteenth Street. 





Emil Schneider Puts Out New 
Simplified Systems 


Emil Schneider, 531 Thirty-second 


Street, Union City, N. J., hardware mer- | 


chant, has developed and is now marketing 
Schneider’s Simplified Systems of Ac- 
counting and Bookkeeping. Mr. Schneider 
having been a successful merchant for 
many years, entered the field of account- 
ing services with an unusual background 
and has a plan for hardware and other re- 
tailers which should prove of interest. 





Philip Kapinas, C. P. A., Opens 
Office in Woolworth Building 


Philip Kapinas, C. P. A., has opened an 
office in the Woolworth Building, New 
York City, for the public practice of ac- 
counting, auditing, special investigations 
and tax service. Mr. Kapinas formerly 
had charge of the accounting department 
of W. L. Blumberg & Co., New York 
City hardware jobbers, and, due to his 
experience with hardware accounting, is 
able to render special attention to hard- 
ware accounts. His phone is White- 
hall 5691. 


Edwards & Co. Establishes Two 
Branch Offices 


Edwards & Co., Inc., annunciators, bells 
and signaling devices, One Hundred and 
Fortieth and Exterior Streets, New York 
City, announces the opening of a branch 
office at 176 Federal Street, Boston, Mass., 
with J. T. Gorman as manager. 

The firm has also established a branch 
office at 626 Land Title Building, Phila- 
delphia, under the management of R. H. 
Andrews. 

Both of these new branch offices of the 
firm are to be fully equipped with sam- 
ples and information on the company’s 
complete line of electrical signaling de- 
vices. 


Bridgeport Chain Co. Appoints 
Masback Hardware Company 


The Masback Hardware Co. 80-84 
Warren Street, New York City, has been 
appointed exclusive Metropolitan distribu- 
tor for the entire line of manufactured 
products made by the Bridgeport Chain 
Co., manufacturer of weldless wire and 
flat metal chain, wire specialties and 
metal stampings, Bridgeport, Conn. 
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Prominent Speakers to 
Feature Pittsburgh 
Wholesale Market Week 


Hardware Men Prominent in Event 
Planned for Week of March 14— 
List of Speakers 


The Pittsburgh hardware trade is 
taking a conspicuous part in the Pitts- 
burgh Wholesalers’ Market Week, 
which is to be observed during the week 
of March 14, under the auspices of the 
wholesalers council members of the 
Chamber of Commerce of Pittsburgh. 
A. J. Bihler, James C. Lindsay Hard- 
ware Co., Pittsburgh, is vice-chairman 
of the council and in that capacity has 
given freely of his time in interesting 
other hardware wholesalers in a move- 
ment that is expected to bring buyers 
from all parts of the Pittsburgh dis- 
trict and the surrounding territory to 
the city during that week. 

Posters have appeared in the store 
windows in the city, and another 
method of directing attention is the at- 
taching of stickers announcing the week 
to the bundles that are leaving the 
stores. There will be exhibits of a 
character to convince buyers in south- 
western Pennsylvania and adjacent ter- 
ritory of the advantage of buying their 
goods in Pittsburgh and the program 
of entertainment of the visitors is ap- 
pealing. It is arranged to conclude 
each evening in time for out-of-town 
visitors to catch their trains and escape 
having to stay overnight in the city. 

On the evenings of March 15, 16, 17 
and 18, dinner will be served at 6 
o’clock in the main dining room of the 
Chamber of Commerce, and besides en- 
tertainment there will be some real 
talks. John B. Garver, Garver Broth- 
ers Co., Strasburg, Ohio, known as the 
world’s largest country store, will give 
a talk on, “Keeping Home Trade Sold,” 
on Tuesday evening, March 15. L. I. 
McQueen, secretary, Pittsburgh Asso- 
ciation of Credit Men, who will make 
an address on Wednesday evening, 
March 17, has for his topic, “Making 
Credit Increase Your Profits,” while 
on the following evening Llew S. Soule, 
editor, HARDWARE AGE, will discuss, 
“What Does the Chain Store Mean to 
You?” and on Friday evening Frank 
Mappes, Emery Hardware Co., Brad- 
ford, Pa., will talk on “Improved Store 
Service.” 


Griff D. Palmer Dies 


Griff D. Palmer, a veteran hardware 
man of Rochester, N. Y., died on Feb. 9 
at his home in that city at the advanced 
age of 78 years. 

Mr. Palmer was born in Elmira, N. Y,, 
and came to Rochester in 1885 where he 
became a member of the hardware firm of 
Weaver, Palmer & Richmond, continuing 
his activity in the hardware business until 
the firm was acquired by Weed & Co. in 
1910. 
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Luncheon for Ohio Hardware Association 
Guests Given by Smith Bros. Co. 





Luncheon Given by the Smith Bros. Hardware Co., Columbus, Ohio 


The Smith Brothers Hardware Co., 
wholesale and retail hardware, 580 North 
Fourth Street, Columbus, Ohio, served a 
luncheon in its new building on Feb. 17 to 
visiting hardware merchants and others in 
attendance at the annual convention of the 
Ohio Retail Hardware Dealers’ Associa- 
tion, 

Following the luncheon those present 
were much interested in inspecting the 
firm’s new building, which is equipped 
with all modern conveniences and appli- 


L. D. Bement Guest 
of Hardware Boosters 


L. D. Bement, president, John Russell 
Cutlery Co., Turners Fals, Mass., was the 
principal speaker and guest of the Hard- 
ware Boosters at their regular meeting, 
held Saturday, Feb. 26, in the Hardware 
Club, 253 Broadway, New York City. Mr. 
Bement spoke on distribution problems of 
the day and outlined some of his expe- 
riences in operating Glorified Peddlers for 
the sale of cutlery. 

Alexander McL. Rowland, 
dent of the same company, was also pres- 
ent as a guest and expressed his pleasure 
at being with the boys. The Boosters 
were fortunate to have these two execu- 
tives with them and expressed their appre- 
ciation to the guests and to Junior Chief 
Booster Fred Hinchman, who is New York 
manager for John Russell Cutlery Co. 

Chief Booster Charles Pincus, Stanley 
Works, presided. There were thirty mem- 
bers present. Al Cornell, president, Met- 
ropolitan Hardware Association, was pres- 
ent and contributed some of his witty yet 
instructive ideas to the discussions which 
followed the talk by Mr. Bement. Sec- 
retary Roy C. Schmidt, Stanley Works, 
read communications and minutes of the 
previous meeting. 

For the first time on record Treasurer 
George A. Eadie, Harmon & Dixon, was 
absent. Illness of Mrs. Eadie prevented 
George from being present, much to the 
regret of the members. 

Ralph White, Jack Munro, Jr., and Sam 
Livingston, all of Dietrich, Scobell & Co., 
were initiated into membership by the spe- 
cial committee, consisting of past Chief 
Boosters Bert: Conner, Pike Mfg. Co.; 
Dick Scobell, Dietrich, Scobell & Co., and 
Fred Ritterbusch, Reading Knob Works. 


vice-presi- 





ances conducive to the prompt execution 
of orders. 

The main office of the building 160 by 
120 feet in size and was practically turned 
over to the visitors for the occasion. An 
orchestra rendered music during the lun- 
cheon—souvenirs were presented to the 
retailers and flowers to the ladies. 

Regular business was suspended for the 
day, officials and employees of the firm de- 
voting their entire time to the entertain- 
ment of guests. 








Murray Parties Scheduled at 
Tunkhannock and Honesdale 


The spring opening and big party of 
the Gay-Murray Co., Tunkhannock, Pa., 
will be held March 29, 30 and 31. The 
big party of the Murray company at 
Honesdale, Pa., will be held April 5, 6, 
7 and 8&8 Bob Murray made these an- 
nouncements recently and says all visiting 
hardware men will be welcome at both 
parties. The Murray annual party has 
become a much discussed event in retail 
merchandising, and each year these parties 
attract business men from distant cities. 


— 





Rochester Hardware Firm Is 
Reorganized 


The Henry Lester Hardware Co., Inc., 
wholesale and retail builders’ hardware, 
stoves and paints, 150 Main Street, Roches- 
ter, N. Y., has recently been reorganized, 
with Grover A. Clicquennoi as president, 
treasurer and manager. John W. Ross 
has been made vice-president, and Frank 
B. Maynard becomes secretary. 


—_——-—— 


Berghman Company Moves 
Chicago Headquarters 


The Berghman Company, manufacturer 
of sharpeners and grinders, 5428 Fulton 
Street, Chicago, Ill, announces the re- 
moval of its wholesale office and retail 
store at 3537 West Madison Street to a 
new location at 5737 West Chicago Ave- 
nue, where the firm will hereafter conduct 
its manufacturing, wholesale and retail 
business as formerly. 

In the retail department a full line of 
sporting goods, auto supplies and electri- 
cal goods will be carried. 


Reading matter continued on page 90 
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Harrington Cutlery Co. Not Sold 
to Hyde Mfg. Co. 


The recent publication of the news that 
Hyde Mfg. Co. has purchased T. Harring- 
ton & Son, and the Southbridge Cutlery 
Co., all of Southbridge, Mass., has occa- 
sioned some confusion in the trade, some 
believing that Harrington Cutlery Co. of 
Southbridge, Mass., was a party to this 
transaction. The Harrington Cutlery Co. 
is an entirely separate firm, having no 
connection with the other firm of similar 
name, and has manutactured the Dexter 
and Harrington line of cutlery since 1818. 
This notice is printed in fairness to both 
parties and for the information of the 
trade, because the similarity in the names 
might easily cause misunderstanding. 


Electrical Manufacturers to Have 
Range and Water Heating 
Section 


The National Electrical Manufacturers’ 
Association has authorized the creation of 
a new division to be known as the Range 
and Water Heating Section. It is the aim 
of the association to have all manufac- 
turers of electric ranges in the United 
States become members of this section. 

Its purpose is the cooperative solution 
of manufacturers’ merchandising problems, 
and to this end it will work with a sim- 
ilar committee of the National Electric 
Light Association. M. C. Morrow, assis- 
tant sales manager of the merchandising 
department, Westinghouse Electric & Mfg. 
Co., has been elected chairman of the new 
section. Mr. Morrow has been with the 
Westinghouse company since 1900. 





Reznor Mfg. Co. Expands Sales 
and Service Organization 


The Reznor Mfg. Co., Mercer, Pa., 
manufacturer of gas stoves and furnaces, 
now maintains special sales and service 
representatives in the east, middle and 
central west and the southwest. 

David Webster is eastern district rep- 
resentative covering the northern Atlantic 
Seaboard States, with headquarters at 
2401 Chestnut Street, Philadelphia, where 
the company maintains a warehouse of 
which Mr. Webster is in charge. J. A. 
McGarrity, with headquarters in Pitts- 
burgh, represents the company in western 
Pennsylvania, Ohio, West Virginia and 
Kentucky; J. D. Creveling, with head- 
quarters in Kansas City, covers Missouri, 
Kansas and Oklahoma, and W. C. Riddle, 
whose territory embraces Texas, Louisi- 
ana and parts of the southeast, makes 
Dallas, Tex., his headquarters. 





Mansfield Tire & Rubber Co. 
Appoints Peden Iron & Steel 


The Mansfield Tire & Rubber Co., man- 
ufacturer of automobile tires and tubes, 
Mansfield, Ohio, announces the appoint- 
ment of the Peden Iron & Steel Co., Hous- 
ton and San Antonio, Tex., as distributor 
for its line of manufactured products. 

The Peden company will carry complete 
stocks of Mansfield tire and tube products. 
in its warehouses. 
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Unique demonstration sells 
16 Perfections in one day 


in town of 1200. 


By H. E. Brown 


<< ON’T MiSs the 
Dhiunch on Saturday 
—Hot Biscuits and 
Coffee.” 


That’s the most im- 
portant line in his annual demon- 
stration announcements according 
to Walter D. Skilliter, hardware 
dealer of Genoa, Ohio. 


400 Women Came 


Last year letters were sent to 1500 
Perfection prospects in and around 
Genoa. Four hundred women at- 
tended the demonstration—one out 
of every four who were in- 
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Perfection floor display 


at IV. Skilliter & Sons 


and better methods of merchan- 
dising, hehas built up a fine business. 


Free Lunch Pays 


The lure of “something to eat’’— 


FREE is an old one but Skilliter 

is satisfied thatit still brings 

f * the crowds. It was only five 
a] — 

+/ yearsago thathe got theidea 

of serving hot biscuits and 

coffee at demonstra- 











vited! And asa result of 
this single demonstration 
Skilliter sold 16 Perfection 
Stoves at a net profit of 
about $200. 


Territory Limited 
Genoa has a population of 
only 1200 andisjust 12 miles 
from Toledo. So Skilliter 
must do business in a radius 
of 6 or 7 miles. 








For more than 20 years now 
Skilliter has been selling Perfec- 
tions. Always on the alert for new 


Quick 


it « PERFECTION OIL STOVES 


Watch 


this magazine 


next month for | 

Daxter ) 
another Perfec- 
tion article on 
howtoansure 
satisfactionto 
your customers. 






tions. As a result 
more folks came. And 
now a light lunch has 
ecome an annual 
demonstration day 
feature. 








Worth Trying 
Try Skilliter’s 


plan. Advertise a 
hot lunch. It will 
get more people 
out to your next 
demonstration. 









: CT he lure of 


‘something to eat 
1s an old one 





Get the best 
cook in town 
to come to your 
store to make 
biscuits and 
coffee. Have 
her do her baking in your window 
on the newest Perfection model. 
In the newspapers and by letters 
announce her coming as the special 
feature of your next Perfection 
demonstration. As you know, an 
expert from the Perfection Stove 
factory will be glad to assist in 
every way he can. 


W. D. SKILLITER 


Try this unique plan. 


See how hot, flaky, homemade 
biscuits baked in a “‘live heat’’ 
Perfection oven can help you to 
bigger turnover and greater profit 
from your Perfection line. 


PERFECTION STOVE COMPANY 
7609 Platt Avenue, Cleveland, Ohio 


Sold in Canada by The Sheet Metal Products Co. of 


Canada, Lid., Toronto, Ontario 


Important: Se// only genuine Perfection 
wicks for all Perfection and Puritan stoves. 
Others cause trouble. 


Good 
Profits 
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Wadsworth Howland Co. 
Host to 200 Dealers 


Annual Dinner and Convention at 
Paul Revere Hall, Boston, on 
Feb. 23 Proves Huge Success 


More than 200 agents for “Bay State” 
paints from all sections of New England 
were entertained by the Wadsworth How- 
land Co., Inc., paint manufacturer, of Bos- 
ton, Mass., at the annual dinner and con- 
vention of that organization, held Feb. 23 
in Paul Revere Hall, that eity. 

Renshaw Smith, Jr., vice-president, treas- 
urer and general manager of the company, 
presided at the meeting which followed 
the dinner, discussed the general New En- 
gland business outlook and made a fore- 
cast of increasing success for the coming 
season. 

Charles S. Robbins, assistant general 
manager, extended a message of welcome 
to those present, and predicted that the 
coming season would be one of the most 
successful in the firm’s history. 

Anthony P. Hittl, general sales manager 
of the company, explained proper methods 
of buying and selling. 

Seymour Soule, sales promotion mana- 
ger in charge of merchandising and adver- 
tising, told of the partnership idea which 
has proved such a success in handling the 
firm’s paint business. Mr. Soule stressed 
the idea of the company’s policy of “share 
and share alike” with all agents in every 
phase of the company’s selling program. 

The partnership plan, which has been in 
force for some time, gives considerable 
privileges to all recognized agents of the 
company who have exclusive rights in their 
own territory. 

The company, which has its factory in 
Malden, also maintains 15 retail stores 
throughout New England, while agents 
have been appointed in nearly every section 
of all six States. 

The meeting closed with a question and 
answer period conducted by Mr. Smith, 
who explained in detail all problems con- 
fronting the retailer. 





Manufacturers’ Representatives 


Established in Barbados 


The firm of Joseph B. King & Co. has 
been established by Joseph B. King and 
associates at Bridgetown, Barbados, B.W.1. 
(P. O. Box 99), as manufacturers’ rep- 
resentative. 

The company is desirous of receiving 
catalogs and price lists from manufac- 
turers and exporters of hardware, sun- 
dries, etc., who desire representation on 
the island of Barbados. 


Union Steel Products Co. 
Announces New Catalog 


The Union Steel Products Co., manufac- 
turer of hardware specialties, Albion, 
Mich., has announced the publishing of 
a new catalog, designated as No. 427, fully 
descriptive and illustrative of the firm’s 
line of rubbish burners, canning racks, 
cake coolers, display racks, wall ties, small 
kitchen wire goods, etc. 
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The new book, which is printed on high- 
quality paper, contains many faithful re- 
productions of the company’s line of prod- 
ucts and should make a valuable addition 


to the hardware merchant’s. reference 
library. 
Texas Retail Association Ap- 


points Frederick Pfaff As 
Field Man 


Frederick Pfaff, Dallas, Tex., has been 
appointed field man for the Texas Hard- 
ware and Implement Association. His 
duties will be to visit the members of 





Frederick Pfaff 


the association and give them assistance 
in store arrangement, window dressing, 
sales promotion, business records and 
analysis. 

Mr. Pfaff comes to the Texas Associa- 
tion with considerable training and ex- 
perience in this line of work. He has 
conducted a hardware store and has also 
been a traveling salesman for some of the 
leading wholesale hardware concerns in 
the country. 

He is also a specialist in store arrange- 
ment and is widely known among the 
hardware dealers of the Lone Star State. 


— 


Russell & Erwin Mfg. Co. 
Moves Chicago Office 


The Russell & Erwin Manufacturing 
Co., builders’ hardware, New Britain, 
Conn., announces the removal of its Chi- 
cago office from 168 North Michigan Ave- 
nue to Room 2311, The Tribune Tower 
Building, 435 North Michigan Avenue. 


Death of Paul Wolf 


Paul Wolf, a prominent hardware dealer 
of Racine, Wis., died recently at his home 
in that city, following a long illness at 
the age of 59 years. He entered the hard- 
ware business in 1900 at which time he 
became a member of the firm of Falken- 
rath & Wolf. 

Following the death of Mr. Falkenrath, 
Mr. Wolf took over the operation of the 
store and business, which he maintained 
up until his death. 
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Plan to Simplify Bolt 
and Nut Containers 


Discussion to Take Place at Wash- 
ington on March 23 by Com- 
mittee on Standard Packing 


Nine items will be discussed at Wash- 
ington on March 23 in connection with 
the simplification of containers for bolts 
and nuts. The conference has been called 
as a result of a request by the Bolt, Nut 
& Rivet Manufacturers’ Association 
through its Committee on Standard Pack- 
ing, submitting proposals for reducing the 
number of sizes of containers used in 
handling, packing and shipping of bolts 
and nuts. That association requested the 
National Committee on Metals Utilization 
to organize a general conferenec of all in- 
terests under the regular procedure of the 
Division of Simplified Practice, Depart- 
ment of Commerce, to consider the de- 
tails and develop a unanimous simplified 
practice recommendation. 


The survey of the current practice was 
started in 1924, the purpose of which has 
been to reduce the variety of sizes and 
dimensions of containers to a_ practicable 
minimum. The program growing out of 
that survey was published in detail in 
HARDWARE AcE of Aug. 20, 1925. 


Ralph Plumb, chairman of the Stand- 
ardization Committee, which conducts the 
survey that has just been completed, re- 
sulting in the present program, said that 
“these lists have been prepared after a 
careful study of orders received and are 
the result of six different methods of ap- 
proaching this subject. While the quanti- 
ties noted on these lists are, in a number 
of instances, a radical reduction from the 
general packing list now in use by the 
industry, the committee is of the opinion 
that this reduction in quantity and weight 
per case will not increase packing costs, 
but, on the other hand, will decrease same, 
as it moves a large number of sizes from 
the mixed case list and its expensive pack- 
ing, to the straight case list and its lower 
costs.” 


The nine items to be considered concern 
proposed full cases prepared or in cartons 
as follows: Thread carriage bolts, roll 
thread carriage bolts, cut thread machine 
bolts, roll thread machine bolts, coach 
screws, bulk packing, cases or kegs, cut or 
roll threads, including regular machine 
bolts, machine hexagon nuts, hexagon head 
and hexagon nuts and regular carriage 
bolts, coach screws in kegs or cases, num- 
ber and dimensions of cartons and dimen- 
sions of kegs. 


R. C. Neilson, N. Y. Manager 
Landers, Frary & Clark 


R. C. Neilson has been appointed man- 
ager of the New York office of Landers, 
Frary & Clark, New Britain, Conn., with 
headquarters at 200 Fifth Avenue, where 
a complete display of Universal goods is 
maintained. Mr. Neilson has been con- 
nected with this office for several years. 


Reading matter continued on page 92 
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Illustrated are the 
three most popular 
numbers of R- W 
Grindstones. The 
Catalogue shows 
sixteen different 
styles 
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Grindstones for every purpose 


There’s an R-W Grindstone to meet every require- 
ment and a style and size to suit every purse. The 
line ranges from a small and convenient grindstone 
for kitchen use to the largest power grindstone 
eight feet in diameter. 


The frame work is of rigid construction—all have 
ball-bearing journals fitted with stones of highest 
grade genuine Berea grit. 
We are also prepared to furnish loose stones of any 
grit and in any quantity. 











A most convenient tool 
for general use—while 
primarily a_ fence 
stretcher, it can also be 
used as a stump puller 
and as a hoist and lift. 


The construction is 
rigid and the lever 
handle can be operated 
continuously in one 
direction or backward 
and forward and from 
either side. 


The clamps are fitced 
with tail nuts so that 
wrenches are unneces- 
sary. 





The pricesare attractive. 


Fence Stretchers 





StaiR-Way 
Ladders 


Here is the most com- 
plete line of store ladders 
manufactured. 


There’s a type of ladder 
to meet any and all con- 
ditions — ledge rollers 
with guide crack above 
—floor rollers with steel 
ladder frames — ceiling 
ladders for straight or 
curved box track, and 
several designs of the 
portable type. 





Investigate the ScaiR- 
Way Ladder line—you’re 
sure to find a stock type 
to meet any and all 
conditions. 
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Window Display and Show Card 
Work Discussed at Manhattan 
and Bronx Meeting 


The February meeting of the Hardware 
and Supply Dealers Association of the 
Manhattan and Bronx Boroughs, Inc., held 
at New York Turn Hall, Feb. 15, was de- 
voted to a study and discussion of mer- 
chandising, showcards and window dis- 
plays. President Ed Ferguson, owner of 
the Tremont Hardware Co., displayed a 
collection of show cards he obtained at the 
recent State convention in Albany, ex- 
plained some of the important points in 
show card work, and offered valuable sug- 
gestions on the use and making of cards 
for window and store interior use. 

The Cox Brothers, representing the 
Acme Window Display Service of New 
York, set up a model display window, ex- 
plaining some of the technique and rudi- 
ments of such work. These men were 
present through the efforts of Treasurer 


J. W. Blair. 
E. R. Masback, president, Masback 


Hardware Co., New York, was a guest of 
the association. He contributed some val- 
uable thoughts on present-day merchan- 
dising. H. E. Masback, vice-president of 
the same firm, was also present as a guest 
and added his share to the discussions. 

President Ferguson announced at this 
meeting that Saunders Norvell, contribut- 
ing editor, HArpWarRE Acer, had become a 
regular member of the association and an 
honorary member of the New York State 
Retail Hardware Association. 





Reynolds Electric Co. Buys 
Maxim Equipment Company 


The Reynolds Electric Co., manufac- 
turer of fractional horse power motors 
and motor-driven appliances, 2650 West 
Congress Street, Chicago, Ill., has pur- 
chased the Maxim Equipment Co., manu- 
facturer of electric-driven kitchen equip- 
ment and labor-saving devices, 700 West 
Twenty-second Street, Chicago, effective 
Feb. 10. 

Charles F. Smith, former proprietor of 
the Maxim company, has become associ- 
ated with the Reynolds Electric Co. 





W. C. Stettinius Appointed to 
A. E. A. Committee 


W. C. Stettinius, president of the Amer- 
ican Hammered Piston Ring Co., of 
Baltimore, Md., has been appointed a 
member of the merchandising committee 
of: the Automotive Equipment Association, 
filling the vacancy caused by the resigna- 
tion of T. H. Quinn, of the National Lamp 
Works of the General Electric Co. 





Annual Meeting of Morley- 
Murphy Co. of Green Bay, Wis. 


At a recent meeting of the stockholders 
of the Morley-Murphy Co., hardware 
merchants, Green Bay, Wis., it was voted 
to increase the capital stock of the firm 
from $800,000 to $1,000,000. New officers 
of the company, elected at the meeting, 
are A. FE. Winter, president; Frank E. 
Murphy, vice-president; W. S. Stiles, 
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vice-presidert; H. G. Stoltz, secretary- 
treasurer, and R. FE. St. John, assistant 
secretary-treasurer. The board of direc- 
tors consists of the above named officers 
and Dr. W. E. Fairfield, B. L. Parker 
and George D. Nau. 


N. H. Boynton and Charles B. 
Gray Promoted by Gen. Elec. 


The National Lamp Works of the Gen- 
eral Electric Co., Nela Park, Cleveland, 
Ohio, announces the appointment of 
Charles B. Gray as general manager of 
its Buckeye Lamp Division, 

Mr. Gray has for many years been as- 
sistant general manager and now succeeds 
N. H. Boynton, the previous general man- 
ager, whose promotion to assistant general 
sales manager is also announced. 





Thomas E. Wilson & Co. Issues 
1927 Fishing Tackle Catalog 


Thomas E. Wilson & Co., manufacturer 
of athletic and sporting equipment, 2037 
Powell Avenue, Chicago, IIL, is distrib- 
uting to the trade its 1927 catalog, an 
attractive 104-page book, fully descriptive 
and illustrative of the firm’s complete line 
of fishing tackle and fisherman’s equip- 
ment. 

The firm’s 1927 dealers’ price list is 
also furnished with the catalog in sep- 
arate booklet form for ready reference. 





Tubola Polishing Compound 
Will Not Mar or Sratch 


The Chamberlain Co., 
Pittsburgh, Pa., has re- 
cently placed on the mar- 
ket what has been desig- 
nated to the trade as 
Tubola, a scientific pol- 
ishing cleanser com- 
pound which, according 
to the manufacturer, will 
not scratch or harm the 
surface of porcelain or 
enamel ware. 

It is especially’ adapta- 
ble for use on soda foun- 
tains or in grocery and 
meat shops, etc., for the cleaning of mar- 
ble, enamel or porcelain fixtures. 

Tubola is furnished in an attractive 16- 
oz. can and has been evolved after years 
of research to find a compound that would 
meet the most exacting requirements. 








Dreadnaught Blow Torch Has 
Automatic Cleaning Needle 


One of the outstanding features of the 
new Dreadnaught Blow Torch, recently 
brought out by the P. Wall Manufacturing 
Supply Co., 3126-3166 Preble Avenue, 
N. S., Pittsburgh, Pa., is an easily re- 
placed, sturdy, automatic cleaning needle 
installed in the valve stem. 

The burner is made from extra heavy 
seamless steel tubing with one-half pound 
iron casting around the burner coil to re- 
tain heat for generating and operating. 
The strong and clean needle in the valve 
stem automatically cleans the burner ori- 
fice every time the valve is opened or 
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Belcher-Loomis Hardware Co. 
Plans New Warehouse 


The Belcher-Loomis Hardware Co., 83- 
91 Weybosset Street, Providence, R. I., is 
having plans prepared for a warehouse 
and storage building to cost approximately 
$150,000 on West Exchange and Mason 
Streets, that city. Harry B. Read is presi- 
dent of the company. 





C. E. Guthridge Appointed Ass’t 
Sales Mgr., Oliver Iron & Steel 


The Oliver Irion & Steel Corp., South 
Tenth and Muriel Streets, Pittsgurgh, Pa., 
announces the appointment of Clarence E. 
Guthridge as assistant general manager of 
sales, effective immediately. 

Mr. Guthridge has been identified with 
the Oliver Iron & Steel Corp., for the 
past twenty-eight years, in various capaci- 
ties. 








closed. The needle is removable and easily 
replaced. 

The valve seat is so far removed from 
the orifice that it is impossible, according 
to the manufacturer, to enlarge the burner 
orifice, regardless of how tightly the valve 
may be closed. 

Equipped with a wind shield, the burner 
has been designed to give a larger, broad- 





er flame. Size of flame is easily regulated 
by means of valve. Another feature of 
this new torch is the non-heating valve 
wheel. A large, pressed steel, leak-proof 
drip cup brazed to the supply pipe will 
bend but will not break and cannot come 
loose. Other features of this new torch 
include a drawn steel tank, machine-cut 
steel bushings for filler plug and supply 
pipe, easily filled filler plug and. a pump 
with check valves. : 





To Hold Billet Steel Conference 


Invitations have just been sent out by 


the National Committee on Metals Utiliza- 


tion, Department of Commerce, for a con- 
ference beginning at 10 a.m., March 19, in 
rooms G and H, United States Chamber of 
Commerce building here to receive a re- 
port from a committee regarding the es- 
tablishing of one grade of new billet steel 
for concrete reinforcing. The committee 
will make a recommendation which will be 


submitted to a later conference for final 


action. At a conference on Jan. 26, 1926, 
the forthcoming report was authorized. 


Reading matter continued on page 94 
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CAN USE HIM. 


Branches :— 





(CCOLUMBIAN 


THE TAPE-MARKER MAN 
ON THE FRONT COVER 


HARDWARE AGE 


LOOK FOR HIM NEXT WEEK. HE OFFERS HIS 
SERVICES FREE. EVERY HARDWARE DEALER 


Columbian Rope Company 


Auburn, “The Cordage City,” N. Y. 


MEET 
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Carborundum Announces Grind- 
ing Wheel Display Stand 


A practical store display board for car- 
rying a stock carborundum and aloxite 
grinding wheels is being offered to the 
trade by The Carborundum Co., manu- 
facturer of abrasive and refractory mate- 
rials, Niagara Falls, N. Y. 


ace Wir R, ot ae 


a 


It is designed to carry a complete stock 
of these wheels in all popular sizes and 
grits. The display panel itself is 27 in. 
wide and 48 in. high. The panel is cov- 
ered with an attractive black felt and 
th. edging or moulding of the panel is 
finished in gilt as is also the lettering 
--ross the top. 

The panel rests on two sturdy legs and 
is further supported with a stout easel 
back, thus it can be set on the floor or 
hung to a wall by removing the legs and 
easel. Through the panel are placed a 
series of rods or arbors on which the 
various sizes of wheels are placed. The 
wheels are held securely by a washer and 
wing nut, both finished in nickel. 

At the top on each side of the display 
panel are two metal racks for carrying a 
stock of advertising folders bearing the 
dealer’s imprint. Price lists and complete 
catalogs of Carborundum Products are 
attached to the panel by a brass chain. 

The new display is not only practical 
and convenient in every way but it is so 
attractive and the wheel assortment so 
complete that it should have the effect of 
quickly stimulating sales. 





New Goodell-Pratt Long 
Leaf Feeler Gauges 


The Goodell-Pratt Company, Greenfield, 
Mass., has placed on the market two new 
Long Leaf Feeler Gauges, No. 2359 with 
6-in. leaves and No. 3359 with 9-in. 
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leaves. Each gauge has nine leaves, one- 
half inch wide, of the following thick- 
nesses: .002, .003, .004, .005, .006, .007, 
008, .010, .012 and .015. 
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Used singly or in combination, these 
leaves give any measurement from .002 
to .065 by thousandths of an inch. The 
utmost care is used in finishing the leaves 
to remove any burr at the end that would 
give any false measurement. 

The thickness is} clearly etched on each 
leaf. The leaves*fpld into a handle, giv- 
ing them complete’ protection when not 
in‘use. They are designed primarily for 
measuring the clearance of pistons in cyl- 
inders at any point of their stroke. 
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New Blackhawk Wrench 
Cabinet Outfit 
The Blackhawk Manufacturing Co., 
manufacturer of steel socket wrenches, 


circulating water pumps and tool grind- 
ers, Milwaukee, Wis., has announced a 





No. 2 Cabinet, illustrated in connection 
with this article, designed as an ideal mer- 
chandiser for the dgaler handling auto 
accessories. 

The Blackhawk cabinet is 1934 in. in 
height, 16% in. in width and 834 in. 
in depth. It is made of steel, attractively 
lithographed in three colors. The drawer 
compartment is labeled in front telling 





just what it contains. 





The Yale & Towne Mfg. Co., Stam- 
ford, Conn., has announced an attractive 
and attention-compelling window display 
for featuring Yale padlocks. The large 
centerpiece, which 32 in. in height, is the 
focal point of attention. Here a huge 
bronze Yale padlock, securely locks to- 
gether the ends of a massive steel chain 


encircling the world, the bronze color of 
the padlock contrasting with the varying 
shades of blue in the background. 

In the panels below are featured two 
Yale keys and a brief selling message. 





Two side cards showing different types of 








Yale & Towne Offers Window Padlock Display 


Yale padlocks augment the large center 
display and afford the dealer an oppor- 
tunity to arrange his window attractively. 
The two cut-outs also show their re- 
spective locks in actual colors and each 
carries a brief sales message. 

The display is being furnished to deal- 
ers in Yale products and according to the 





firm, is one of the finest and most care- 
fully prepared padlock displays the com- 
pany has yet brought out. Fourteen colors 
were used in reproducing the products and 
their settings, and any dealer may obtain 
a display by writing the firm. 


Reading matter continued on page 96 
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Every garage owner will buy 
this on sight — 


if he has had his car damaged by slam- 
ming garage doors. Bent fenders, 
smashed headlights, car and garage 
doors ripped from their hinges are the 
common results of allowing the swing- 
ing door to remain unchecked. 


Natienal 


No. 810 Garage Door Holder | 
= prevent accidents like this! 
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SLAM! “BAM! a 


DEALERS—real profits are to be found in handling _ im- 
proved type of door holder. 


Contractors are familiar with its many fine features and recom- 
mend and specify it for all first class jobs. Garage owners who 
are still fretting over unruly swinging doors will welcome your 
showing this indispensable garage hardware unit. The fact that 
it is a National product immediately identifies it with quality 
and dependability. 








A request will bring i 
more complete information. 


National Manufacturing Co. °.° Sterling, Illinois 
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Court of Customs Appeals Upholds Provisions 
of Fordney-McCumber Tariff Act 


By L. W. Moffett 


(Washington Bureau of HARDWARE AGE) 


HE decision of the United States Court of Customs Appeals uphold- 

ing the constitutionality of the flexible provisions of the Fordney- 
McCumber tariff act came as a source of gratification to the domestic 
hardware industry and other business institutions of the country which have 
turned to these provisions for an increase in duties on products in which 


they are interested. 


Hardly had the decision been rendered before the 


President issued a proclamation increasing the duty on pig iron by 50 per 


cent under authority granted by these provisions. 


The new duty on this 


blast furnace product now is $1.125 per gross ton, an increase of 37.5c. 


over the old duty of 75c. 


The provisions were the object of vigor- 
ous attack ever since they went into effect 
with the enactment of the tariff law of 
1922, marking a departure in tariff mak- 
ing for the United States. The decision 
was an affirmation of the lower court and 
was unanimous, being delivered through 
Judge William J. Graham, who presided. 

In effect the decision held that Congress 
has author#tty to delegate to the President 
the power to raise or lower import duties 
as provided in Section 315 of the tariff 
act. Citing many authorities and deci- 
sions regarding the right of Congress to 
delegate power to the executive depart- 
ment of the government, and pointing out 
the evident purpose of Congress, as cx 
pressed in the section mentioned, the Court 
said: “Imposing sufficient duties on im- 
ported products to equalize the difference 
in cost of production in the United States 
and the principal country is a valid exer- 
cise of the constitutional grant of power 
to Congress te regulate commerce.” 

The case at issue was that of J. W. 
Hampton, Jr., & Co., New York importers, 
who protested against a presidential proc- 
lamation under the flexible provisions in- 
creasing by 50 per cent the duty on barium 
dioxide. It is understood that the im- 
porters will appeal the case to the Su- 
preme Court of the United States. 

Assigning many reasons to support their 
position, it was contended by the importers 
that the section was unconstitutional, The 
claim was set up that the section attempted 
to delegate to the President the power to 
legislate and the power to tax, powers 
which can be exercised only by Congress. 
It was maintained also that the section is 
a provision, not for a tax, duty or excise, 
but solely for the protection of industries 
of the United States, and that the Con- 
gress may not, under the powers given it 
by the constitution, so legislate. The Court 
held that none of these contentions had 
merit. It was declared by the Court that 
the single question for determination was 
whether Congress, in attempting to grant 
to the President the power to increase 
the rates of duty by adding the difference 
in the cost of production ascertained by 
him under Section 315, acted within con- 
stitutional limits, or whether such an act 
was in that respect null and void. 





It was pointed out by the Court that it 
was for Congress to select the means by 
which it thought the best interests of the 
country would be served in encouraging, 
fostering and protecting the commerce of 
industries of the country. It then was 
asserted that the right of the National 
Legislature to take such steps as the peo- 
ple, acting through it, may think best 
suited to protect, foster and encourage its 
commerce and industrial life cannot be 
denied. To so deny it, it was stated, 
“would be to deny the sovereign right 
which every properly constituted govern- 
ment has to perpetuate itself and to accom- 
plish one of the chief purposes for which 
it was created.” 

Passing upon the argument that the sec- 
tion is a provision not for a tax, duty or 
excise, but solely for the protection of 
the industries of the United States, the 
Court held that protection, instead of be- 
ing the sole and only reason for the legis- 
lation, actually was a purpose incidental 
to its revenue provisions. 

“Today the functions and requirements 
of government are so diverse and multi- 
plied that no legislative body can, by 
statutory enactment, provide for each spe- 
cific governmental need which may arise,” 
said the Court. “If, perchance, it has wis- 
dom and foresight to provide general poli- 
cies which may apply, it has accomplished 
much.” 

The opinion said Congress has endeav- 
ored to express a general legislative policy 
through Section 315, and that no discre- 
tion is attempted to be given to the Presi- 
dent to determine what the policy shall be. 
Furthermore, it was pointed out, the law 
imposes upon him no duties and confers 
upon him no powers except to execute the 
law, if it be capable of execution. When 
the President proclaims a change of rate 
under Section 315, the Court said, the 
“new rate of duty does not come into be- 
ing as a result of the proclamation, but 
the proclamation and the rate of duty 
result from the law.” 





The Sixtv-ninth Congress did the ex- 
pected when it adjourned on Friday of last 
week without enacting tax legislation. 
There were some die-hards who thought 
it might be possible to get last-minute 





action on an amendment which had been 
proposed to cut the corporate income tax 
from 13% per cent to 12% per cent, but 
this amendment did not see the light of 
day. It had been planned to offer it to 
the bill exempting from the stamp tax 
on steamship tickets members of the 
American Legion who will attend the 
Legion convention in Paris this summer. 
The Congress adjourned with the usual 
jam that prevails at the end of each ses- 
sion, together with the customary filibus- 
tering tactics and political bickering. It 
passes into history as one of the most 
quarrelsome sessions in history. 





Announcement has just been made by 
the Federal Trade Commission of five 
stipulations which involved the use of 
practices which have been condemned as 
unfair methods of competition. These 
stipulations were accepted by the Commis- 
sion and the proceedings dismissed after 
the respondents executed agreements to 
cease and desist from the alleged unfair 
methods with the further understanding 
that should the alleged unfair methods of 
competition ever be resumed, the stipula- 
tion may be used as evidence against the 
respondents. Under the procedure of the 
Commission it never makes public the 
names of. those with whom stipulations 
have been entered into. It does, however, 
give the character of the business. One 
of the five mentioned was engaged in the 
sale of paint and paint products sold in 
cans bearing labels describing the prod- 
ucts as “French White Zinc,” followed in 
smaller type by the word “compound,” and 
a pictorial representation of a seal bear- 
ing the words “Republique Francaise,” in 
connection with the words “Paris” and 
“Seal.” Actually, the Commission said, 
the products so labeled and described were 
not produced by a French process, but 
were produced in the United States by an 
American process. The Commission an- 
nounced that the respondent agreed to 
cease and desist forever from the use of 
the word “French” and the words “Re- 
publique Francaise” to describe its prod- 
ucts, or any other word or words or 
insignia which may have the capacity to 
confuse the public into the belief that the 
products contained zinc oxide made by a 
French process. 





The personnel of both the Tariff Com- 
mission and Federal Trade Commission 
now are complete. On Tuesday of last 
week the Senate confirmed the nominations 
of Edgar S. Brossard of Utah, Sherman 
J. Lowell of New York, and Lincoln 
Dixon of Indiana to be members of the 
Tariff Commission, and of Abram F. 
Myers to be a member of the Trade 
Commission. 


Reading matter continued on page 98 
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MOPS-DUSTERS- POLISH 


MADE BY THE MAKERS OF OSBORN BLUE HANDLE HOUSEHOLD BRUSHES 


The Du-All Line in conjunc- 
tion with Osborn Blue Handle 
Brushes now enables you to 
sell a mop, duster, brush and 
polish for every household need 
—each item in the line a scien- 
tifically designed unit that is 
built for efficiency and dur- 
ability. 


The Osborn Du-All patented 
reversible feature is exclusive 
—it doubles the mop’s capacity 
and cuts the labor in two. 


Other Osborn Du-All items 
are all equally well designed. 
Each is a quality product, 
produced and guaranteed by 
Osborn. 


WWE OSBORN MANUFACTURING COMPANY 


CLEVELAND, OHIO 


Direct Overseas Factory Representatives (Household Brush Division) 
JOHN H. GRAHAM & COMPANY, INC. 
113 Chambers Street, New York City 


The yoked frame lets the handle pass 
through and so makes the mop rever- 
sible—an exclusive patented feature. 
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General Market 


Seasonal Lines Continue Active 
—T'rade in Staple Goods Improves 
—Some Important Price Changes 


N improving development in seasonal hardware lines has been 
A noted during the past week, aecording to reports from the 
various hardware market centers. While staple items are still mov- 
ing rather slowly in some sections, the demand for spring goods 
continues to show a sizable increase from week to week. Indica- 
tions are that spring sales will attain a volume which will compare 
favorably with the season’s demand a year ago. 

Some important price changes have been announced during the 
week. The bi-monthly announcement on rope prices shows ad- 
vances of 14c. per pound on manila rope and 2c. per pound on sash 
cord. Builders’ hardware manufacturers have withdrawn prices 
on some items and it is reported that an advance of approximately 
10 per cent will be announced shortly. 

Collections and credits, in most instances, are reported in fair 
condition. 
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New Bolt List Prices than carload lot freight, 257,882 cars, an 
increase of 2060 cars; forest products, 


Expected April 1 | 68.887 cars, 8564 below the same week 


; ; ; ; last year; ore, 10,481 cars, an increase of 
It is believed that a new list price on | 474 cars, and coke, 12,361 cars, a decrease 

bolts and nuts will become effective | .,f 5266 cars under the same week last 

April 1. It is said that new discounts | year. 

show an advance on smaller sizes and All districts reported increases in the 

a decline on larger sizes. At press time total loading of all commodities com- 

we are unable to obtain specific data | pared with the corresponding week in 

on this subject, but it appears that a | 1926. 

change will be made and be available | ——— 


in next week’s issue. . ‘ 
Seasonal Decline Noted in 


Failures for February 











Car Loadings Reach New A seasonal decline in business failures, 
, which invariably begins in February, re- 
High Record for Year duced the total reported to R. G. Dun & 


Co. for last month to 2035, 17.4 per cent 


Revenue freight loaded during the week below the 2465 of January. 


ending Feb. 19 totaled 960,873 cars, ac- : : ; 
cording to reports filed on March 1 by the Part of this substantial decrease is ac- 
carriers with the American Railway As-| counted for by the fact that February is 
sociation at Washington, D. C. Compared|the shortest month, business days being 
with the corresponding week a year ago| reduced by holidays. Comparing with the 
this was an increase of 28,592 cars, but,|! 1801 insolvencies of February, 1926, an 
however, it was a decrease of 7444 cars| increase of 13.0 per cent appears, although 
below the preceding week this year. in this connection some allowance should 
Loading by commodities for the week of | be made for the larger number of firms 
Feb. 19 as compared with the correspond- | and individuals now engaged in business. 
ing week last year was reported as fol- Like the number of failures, last 
lows: month’s liabilities of $46,940,716 show a 
Caal, 213,794 cars, an increase of 43,881 | falfing off from the $51,290,232 of Janu- 
cars; grain and grain products, 43,453 | ary, the reduction being 3.5 per cent. On 
cars, an increase of 525 cars; miscellane- | the other hand, the amount for February 
ous freight, 326,473 cars, a decrease of | exceeds by 37.4 per cent the $34,176,348 of 
5007 cars; live stock loading, 27,542 cars, | the corresponding month of 1926. 
an increase of 488; merchandise and less There were more defaults last month 
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than a year ago, those for $100,000 or 
more of indebtedness in each case number- 
ing 54, against 44 in the earlier year, and 
the liabilities of last month’s large in- 
solvencies approximated $25,200,000, as 
compared with only about $13,500,000 for 
such failures in February, 1926. 

The defaults of unusual size supply 53.7 
per cent of last month’s aggregate in- 
debtedness, while in February last year 
the large insolvencies provided 39.6 per 
cent of the total liabilities of all failures. 





Mail Order Firms Report De- 
cline in February Sales 


Sales of the country’s two leading mail 
order firms continued to show declines last 
month in comparison with February, 1926, 
according to figures issued recently. 

Sears Roebuck & Co. reported sales of 
$20,966,269 last month, compared with 
$21,422,557 in February, 1926, a decrease 
of 2.1 per cent, while in the first two 
months of the year sales dropped 2.2 per 
cent to $43,046,542 from $44,013,462 in the 
same period last year. 

Montgomery Ward & Co. reported a 
decline of 4.4 per cent in February to $14,- 
184,130 from $14,844,720 in the same 
month last year, while in the first two 
months of the year the total was $27,341,- 
184, compared with $30,111,666 last year, 
a decrease of 9.2 per cent. 


Wholesale Trade Shows De- 


cline During January 


Trade of reporting wholesale firms con- 
tinued to decline in January and the Fed- 
eral Reserve Board’s combined index of 
sales of six leading lines reached the low- 
est level for January since 1922. Sales 
of meat, groceries, dry goods and hard- 
ware were smaller than in January of last 
year, while those of shoes and drugs were 
slightly larger. Nearly all sections of the 
country reported smaller sales of grocer- 
ies, dry goods and hardware than in Janu- 
ary, 1926, but the largest declines were in 
the Atlanta, St. Louis and Minneapolis 
Federal Reserve districts. Sales of re- 
porting wholesale dry goods firms were 9 
per cent smaller than in January of last 
year, and sales of silk goods and of cotton 
commission houses were also less than a 
year ago. Farm implement and agricul- 
tural machinery sales, which began to de- 
cline in the autumn of 1926, continued 
smaller in January than in the correspond- 
ing month of last year. Orders for ma- 
chine tools placed with firms reporting to 
the National Tool Builders’ Association 
also continued to decline in January and 
were 16 per cent smaller than a year 
earlier. 
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It's bu 


OP aa now in the gigantic billion-dollar poultry 
industry, there are a million and more minds 
“with but a single thought:” to get everything 

in readiness for the coming season. 

They have the “buying mind,” these poultry 
raisers. They’re in the market for Poultry Fence and 
for the score or more other poultry necessities sold by 
you and your fellow dealers. Every new born chick 
suggests the need for netting. And, netting in turn sug- 
gests the need for other profitable items in your line. 













‘oa In 





Today in your trade territory, 
there are scores of potential buy- 
ers figuring their requirements. 
Tomorrow they will buy. 

And, while it is buying time 
for the poultry raiser, it also is 
selling time for the dealer. 

Now is the time to go after 
this profitable business. Build 
your sales campaign around U. S. 
Poultry Fence. It will bring new 
customers to your store and put 
money in your cash register. 


ever before. 


creased from 579,000 


HARDWARE 


mein the~ 


Its selling time for 


A Billion Dollars 
Every Year 


HE rapidly growing poultry industry represents 
a greater potential market for dealers than 
The annual income from poultry 
now averages more than a billion dollars a year. 
The number of chickens on the farms alone in- 
000 in 1922 to 678,300,000 in 
1924. Latest government estimates disclose that 
the production of chickens on farms in 1925 was 
4.2 per cent greater than in 1924 and that the total 
value was about 12 per cent greater. 
prices in 1925 averaged 30 1/2 cents a dozen as com- 
pared with 26.4 cents in 1924. The total value of 
the egg crop alone increased from $521,574,000 in 
1924 to $610,241,580 in 1925. 
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You 


Poultry-men everywhere recognize U. §. Poultry 
Fence as the only netting which fulfills every require- 
ment of modern poultry husbandry. 

They know it is the only netting that can be 
stretched straight and true from post to post without 
the aid of top-rail or baseboard. 

They know it is the only netting which can be 
taken down and put up time after time without 
buckling or sagging. 

They appreciate its greater 
economy, its superior strength 
and its longer years of service. 
Nothing else will do. 


Round out your stocks of U. S. 
Poultry Fence now. Representa- 
tive Jobbers in your territory will 
fill your orders promptly. If you 
do not know the name of the 
U. §. distributer near you, write 
us for his name. 

Indiana Steel & Wire Company 
Muncie, - Indiana 





Farm egg 


This year specify U. S. Poultry Fence---not just “poultry netting.” 


W 


\\ 
\\ 
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Spring Trade Active in Pittsburgh 


Territory—Few Price Changes 


HARDWARE AGE 


(Pittsburgh office of HARDWARE AGE) 


although it is probably as good as it ever is at this time of 


HH. iattnoue i business in this territory still fails to satisfy, 


the year. 


Recent snows have pretty well melted, but have 


left the country roads in such condition that it is still hard for 


wholesalers and reailers to make easy contacts. 


The building trades 


want more money than the builders are prepared to pay and there 
is a strike on in the city that is holding up a large volume of con- 
struction and may hold up a lot more, and the attendant demand 
for builders’ hardware, if there is not an early settlement. In a gen- 
eral way, however, interest in spring goods is increasing even if the 


sales do not reflect it. 


Retailers are showing spring housecleaning 


supplies and the reports about the movement of fertilizer, roller 


skates and garden tools are in the main favorable. 


An ordinance 


quarantining dogs in Allegheny County has led to a huge demand 
for dog muzzles and jobbers’ stocks have gone so fast that makers 
now are being besieged by wire for additional shipments. 

Price changes lately have been rather numerous. Besides the bi- 
monthly announcement on rope prices, which this time calls for an 
advance of 4c. per pound in manilla rope, an advance of 2c. per 
pound in sash cord has been listed, while one make of electric irons 


has been loWered in price. 


It seems that the work of making up 


a new price list on bolts and nuts has progressed much more rapid- 
ly than was supposed a week ago and the new list will be issued in 


the next few days. 


It will not make much real change in prices, 


the principal feature being a unifurm discount of 70 per cent, while 
manufacturers propose to establish an extra for broken case over 
full case lots. Jobbers seem to have protested in vain against this 
change and also against a cutting in the cash discount from 2 to 1 


per cent. 


BATTERIES.—tThere is almost no va- ; 


riation from week to week in the sales 
of batteries, demand being very steady. 


Broken Unit 
Packages Packages 

No. ee $1.05 $0.97 
No. ae cevvcsdetss GD 3.33 
No. 1.22 1.14 
No 2a 1.22 1.14 
No. area 1.40 1.30 
No. —H Serr s 2.44 
No. Tee ~essseesses Se 2.44 
No. nT scasanenen 3.40 3.17 
No. a: cseveunedes .42 .39 
A, Ca. Menseosaeoe .40 30% 

No. 6 dry cells, ignition type unit 
packages, 32%c. each. 

Fiashlight.—No. 935, 9%4c. each; No. 
950, 9%4c.; No. 790, 18%c.;: No. 705, 
28c.; No. 750, 18%4c.; No. 751, 25c. 

Hot Shot.—No. 1461, $1.67: No. 
1662, $2.37. 


BOLTS, NUTS AND RIVETS.—Manu- 
facturers will shortly issue new prices 
on bolts and nuts, but rivet prices have 
not yet been considered for a new list. 
It is not expected there will be much 
net change in prices, but it is likely 
that jobbers will pass on to retailers 
part of the burden of the extra cost of 
broken over full case lots. Demands 
upon jobbers for bolts, nuts and rivets 
are steady enough, but do not reach 
large proportions. 


We quote out of jobbers’ stocks as 
follows: 

Machine bolts, small rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list; car- 


} 





Collections are rather slow again in this district. 





small rolled threads, 50 
per cent off list: all sizes cut threads, 
45 per cent off list; stove bolts, 75 
and 10 per cent off list; tire bolts, 40 
and 10 per cent off list; nuts, hot 
pressed square, tapped in 3-lb.sboxes, 
%-in., $16 per 100; 5/16-in., $14; %- 


riage bolts, 


in., $11; “%-in., %-in., $10: 3, - -in., 

$8; %-in., $7.50; rivets, small wagon 
| and tinners, 60 per cent off list. 
BUILDERS’ HARDWARE. — Fairly 











good business still is reported, but 
there is some concern over the failure 
of the building trades and builders to 
agree on wages, which has resulted in 
a strike of most of the crafts and tied 
up a lot of construction that was under 
way here. Jobbers quote: 


Butts.—-Ball tip, plated, dull brass 
and antique copper, less than case 
lots, 3 in. x 3 in., $17 per 100 pair; 
3% in. x 3% in., $17.50; 4 in. x 4 in., 
$27.50. 

Hinges.—Heavy strap, 6-in., 
per doz.; 8-in., $2.47; 10-in., 
extra heavy T, 6-in., $1.87 per doz.; 
8-in., $3.18; 10-in., $4.48; light strap, 
with. screws, packed one pair in a 
box, 3-in., $9. r 100 pair; 4-in., 
$11.20; Nght’ y a Si -in., $10.67 per 100 
pair; 4- in., $12.60. 

Hasps. —Hinge, without screws, sin- 
gle dozen lots, 3-in., 64c. per doz.; 
414-in., 76c.; 6-in., $1; safety, 3-in., 
97c. per doz.; 4%-in., $1.14; 6-in., 


$1.60. 
ino's2.f0 Sets.—Swinging hinges, 10- 
0 per set. 


mene SWEEPERS. — The usual 
good demand for sweepers is enhanced 
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by the approach of spring house-clean- 
ing activities. Jobbers quote: 


Bissell’s Grand Rapids, japanned 
trim, $44 per doz.; nickel-plated trim, 
$48: Universal, $42; standard, $36: 


Junior, $36; Little Gem, $4; Sterling 
sweepers, $24 per doz. 


DOG MUZZLES.—A county ordinance 
which quarantines dogs in the county 
for a period of 100 days became effec- 
tive March 1, and has led to an active 
demand for muzzles, and jobbers’ stocks 
have vanished with great rapidity. Job- 


bers quote: 
Leather adjustable, %-in., $2.50 per 
doz.; %-in., $3.60. 


ELECTRIC IRONS.—Dover Mfg. Co. 
has announced a _ revision in prices 
which produces a resale price of $4.38 
for Lady Dover irons in lots of six or 
more. Jobbers quote: 


Thermax, No. 3905, $2.80 each; No. 


3902, $2.50; Universal, No. 9021, $3.35 
each; $3.10 in lots of six; No. 9070, 
$3.35; $3.10 in lots of six; No. 909, 


$4 each; $3.80 in lots of six; No. 
9191, $4.50 each; $4.25 in lots of six; 
Lady Dover, $4.75 each; $4.38 in lots 
of five or more; Domanco, $3.50 each; 
$3.25 in lots of six; American Beauty, 
$5.25 each; $4.95 in lots of six; Sun- 
beam, $5. 35 eae h; $5 in lots of six. 


FERTILIZERS.—Good demand still is 
reported for garden fertilizers selling 
in small packages. Jobbers quote: 


Old Gardner, 1-lb. cans, $2.05 per 
doz.; 5-lb. pails, 45c. each, 10-lIb. 
buc ke te. 70c. each. 


FORKS AND RAKES.—Retailers are 
ordering these items quite steadily. 
Jobbers quote 14-tooth, bowed garden 
rakes at $9 per dozen and spading 
forks from $10.80 to $21 per dozen. 


COMMUNITY WARE.—Nevw price lists 
just issued show no material changes 
from the former list. 


GALVANIZED WARE.—Approach of 
spring is giving the demand some extra 
stimulus. Jobbers quote: 


Washtubs.—With wringer attach- 
ment, No. 22, $8.50 per doz.; No. 23, 
$10; without al ap 9 attachments, 
No. 2, $7.75; No 

Pails.—W ater, ‘42 at, $2. 65 per doz.; 
at qt., $3; fire, 12 q $4; cement, 14 

. $10: chamber, th ‘at., $7.20; 12 qt., 
a5 well buckets, 10 qt., $4.50. 

Refrigerator Pans.—No. 2, $4.50 per 
doz.; No. 3, $6; No. 4, $7.50. 

Garbage Cans.—Cans with lids, 
das & Yo. 1, $3 each; a 2, $3.50; 
No $4; Hercules, No. 171, $3; No. 
181, $3. 25; No. 191, $3.60. 


HOUSE CLEANING SUPPLIES. — 
More interest is observed in these items 
as the period approaches for the annual 
cleaning of houses. Jobbers quote: 


Mops.—O-Cedar, 3314 per cent off 
list; Star cotton, 20-0z., $7 per doz.; 
24-02z., $8.40; 30-0z., $10.80. 

Chamois Skins.—12x14 in., $3.50 
per doz.; 13 x 17 in., $6; 14 x 18 in., 
$7.50; 15 x 20, $9.20. 

Waxes.—Johnson paste wax, 1-lb. 
cans, 85c.; 2-lb. cans, $1.70; 4-Ib. 
cans, $3; 8-lb. cans, $6; Old English. 
1-lb. cans, 85c.: 3. Ib. cans, $1.70; 
4-lb. cans, $3; liquid wax, Johnson, 
pints, 75e. ; quarts, $1.40; Old Eng- 
lish, =. 75c.; quarts, $1.49. Deal- 
ers’ discount, 33% per cent. 





Sponges. — According to size and 
quality, $2 to $9 per doz. 


Wall Cleaners. — Smoky City and 
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is one of many reasons 
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why you should sell 


ACCO Pci 


Here’s why your customers will buy ACCO 
Sash Chain instead of sash cord, and why 
they will always be permanently satisfied 
and enthusiastic over their purchase. 


ACCO Sash Chain is made of permanent 
steel, while sash cord is made of cotton. 





Attachment for two-hole sash 


* 
My Co 


Hooks are sup- 
lied with every 
g of 100 feet of 
chain—no extra 
cost. Simply — 
chain throug 
bore, slip hook 
onto end link and 
draw hook into 
lower hole tightly. 
Same hook attach- 
es to sash weight. 


Attachment for one-hole sash 








Coil spring pro- 
vides strong grip— 
cannot work loose. 
Supplied in three 
sizes at slight ex- 
tra cost—% in.,”% 
in., and 1 in. Slip 
coil into end link, 
give ita turn and 
insertin sash with 
thum 














Sash Chain 


That’s enough in itself to decide many 
customers. And it’s the basic cause of 
their satisfaction. 


Another cause—ACCO Sash Chain costs 
no more than sash cord per window— 
frequently it costs less. 


ACCO Sash Chain can be installed without waste— whereas knotting 
wastes approximately five feet of sash cord per window. 


100 feet of ACCO Sash Chain hangs seven double windows—but 100 
feet of sash cord hangs only five. 


ACCO Sash Chain can be installed faster than cord. 


ACCO Sash Chain makes a far better appearance—suitable for the 
finest residences, apartments, offices, hotels, hospitals and public 
buildings—and is already installed in thousands of the most modern 


buildings all over the country. 
ACCO No. 8 Sash Chain operates perfectly on any cord pulley 


Check your stock—order now from your jobber’s salesman 
at least a minimum stock of ACCO No. 8 Sash Chain. 
Write us for full particulars and advertising literature. 


AMERICAN CHAIN COMPANY, Inc. 
BRIDGEPORT, CONN. 


In Canada: Dominion Chain Company, Limited, Niagara Falls, Ontario 


World’s Largest Manufacturers of Welded and Weldless Chains for all Pur- 
poses and Makers of the Famous WEED Automobile Accessories 





a eevct or tue 
AMERICAN 
Crain COMPANY I> 


for your salty 
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Business in Chicago Is Slowly 





March 10, 1927 


Picking Up—Prices Fluctuate 





MATTOCKS, PICK AXES AND GRUB HOES.—A_ __ P& cent. 


slight advance has been announced by the manu- 


local jobbers. 


CLOTHES WRINGERS.—A recent decline on the 
part of the manufacturers is reflected in the fol- 
lowing quotations by the local jobbers: No. 760 





Other Recent Price Changes Effective in the Chicago Market 


ADVANCES SHOT GUN SHELLS.—Have declined about 7% 


CARTRIDGES.—Have declined about 12% per cent. 


facturers but it has not yet been followed by the ARSENATE OF LEAD.—Local jobbers prices per 
pound are now 100 lb. drums, 1l6c.; 4 lb. bags, 16c.; 


SAVAGE RIFLES.—Various models have been ad- 1 lb. cartons, 24c. and % Ib. cartons, 27c. 
vanced from 1 to 5 per cent. DRY LIME SULPHUR. — New prices per pound 
quoted by local jobbers are: 200 lb. drum, 9c; 100 
DECLINES Ib. drum, 10c; 50 Ib. drum, 11c; 25 lb. drum, 12c; 


10 lb. can, 17c; 5 lb. can, 19c; and 1 Ib. can, 21c. 
IRONING BOARDS. — Local jobbers now quote 
“Firm-set,” new style, $27, old style, $24. 
Bicycle, $9.60; No. 770 Bicycle, $9.40; No. 771 AUTO-STROP RAZORS.— The manufacturer has 
Bicycle, $9.90; No. 790 Guarantee, $10.20; No. reduced prices on all of its razors and strops but 


670 Domestic, $8.70; No. 670 B. Bench, $14.40; did not change prices on blades. The new dis- 
No. 770 B. Bench, $15.10 and No. 771 B. Bench, count is 3343 from list on items except blades 
$15.90. All prices subject to 50 per cent discount. which are unchanged. 





- 





(Chicago office of HARDWARE AGE) 


HE general conditions surrounding the hardware trade in 

the Chicago area show little change during the past week. 

There is, of course, a gradual seasonal development but in the 

main it is somewhat below expectations. Staple items are moving 

rather slowly and the demand for the seasonable goods is spotty, 

being greatly retarded in some sections by unfavorable weather. 

However indications are that with the advent of spring hard- 

ware sales should reach a volume which will compare favorably with 
the season’s demand last year. 

Building permits, especially in the larger centers, continue to 
run sharply ahead of the same period last year. Naturally this 
building activity has greatly incrcased the demand for builders’ 
hardware and as a result prices on this line are recovering some- 
what from the record low level where they were forced by the 
manufacturers’ price war. 

While other prices are considered to be fairly stable and on a 
good many items have shown no change in months, and in some 
cases years, there is, nevertheless, a tendency toward a gradual 
lessening of prices. Single strength glass, agricultural tools and 
copper rivets are examples of staple items which are slightly re- 
duced in price this week. On the other hand manila rope took an 
advance of half a cent—the same amount as the last advance Jan. 1. 

Collections generally are improving and are considerably better 


than a year ago. 





AUTOMOBILE ' ACCESSORIES. vat Pumps. — Rose, 1% in. cylinder, 
Sales are showing a slight improve- $1.85. ‘Te iain 

j Tires an ubes.—30 x oversize 

ment with the closer approach of cord tires, $8.75 each; regular cord 
spring. Prices are unchanged. $6.60 each; gray inner tubes, 30 x 3%, 
We quote from jobbers’ stocks, $1.30 each; red inner tubes, 30 x 3%, 


f.o.b. Chicago: $1.50 each. 
Spark Plugs—Splitdorf, for Fords, BASEBALL GOODS.—The _ baseball 


50c. each; regular 58c. each; Cham- 





pion X, 45c. each; Champion Blue season will soon open and dealers are 

Box line, 53c. each; A. C. 53c. each; . f > 

lots of 100, 50c.; A. C. Special Ford, preparing for it. 

36c. each. , We quote from jobbers’ stocks, 
Spot Light. — Appleton, No. 3280, cob. Culeame:  Goldamith Official 

League Balls, $15 dozen; pec 
gg cnains.—Non- skid, eee pair lots, Official League balls, $8.90 dozen; 
per cen scoun ‘ , ats, 90) 

ee Standard, No. 21, a Se : 

$1.30 each BOLTS AND NUTS.—tThere is a nor- 





mal demand and prices are holding 
firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread, 45-5 per cent discount; small 
carriage bolts, rolled thread, 50-5 per 
cent discount; machine bolts, cut 
thread, 50-5 per cent discount; small 
machine bolts, rolled thread, 50-10-5 
per cent discount; all stove bolts, 
75-5 per cent discount; lag screws, 
60 per cent discount. 


BUILDERS’ HARDWARE.—Lock sets 
are looking up in price and a general 
— is imminent. 


uote from jobbers’ stocks, 
PP Chicago: 3%x3% steel butts, 
old copper and dull brass finish, $1.80 
per dozen pair; 4x4 steel butts, old 
copper and dull brass finish, $2.62 
per dozen pair; heavy steel bevel in- 
side sets, $4.60 per dozen sets; steel 
bit-keyed front door sets, $1.35 per 
set; wrought brass bit-keyed front 
door sets, $2.40 per set; cylinder 
front door sets, $5.50 per set. 


COPPER RIVETS AND BURRS.— 
Sales are as good as can be expected 
at this time of year. Dealers discount 
is now 40 and 5 off list. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Copper rivets and 
burrs, 40-5 per cent discount. 


ELECTRICAL AND RADIO MER- 
CHANDISE.—The demand is _ about 
normal for this season of the year, 
which is slow in electrical lines. 


We quote from jobbers’ stocks, 
f.o.b. Chicago 

Electrical Sevehandion. — No. 14 
rubber covered wire, $6.50 per ‘1000 
ft.; in 1000 ft. lots, $6.00; No. 18 
lamp cords, $14.25 per 1000 ft.; in 1000 
ft. lots, $1 3.65; % in. brush brass key 
sockets, 15\%e. each; two-way plugs, 
45c. each; in lots of 10, 40c. each; 
dry cells, boxes of 50, 32%. each; 
less than case lots, 36c. each. 

Radio Supplies. —Radio B batteries, 
No, 766, $1.40 each; No. 767, $2. 62 
each; No. 770, $3.40 each; No. 772, 
$3.62 each; No. 486, $3.58 each. 

Battery Chargers.—Apco line, lots 
of less than 10, $13.50 each. 

Loud Speakers.—Western Electric 
No. 522 W, $2.50 list. Discount, 30 
per cent. 
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The Most Startling Innovation in 
the History of Ammunition Making 


LS prenatal KLEANBORE CARTRIDGES will 
outsell because they outshoot ordinary am- 
munition. 


REMINGTON KLEANBORE CARTRIDGES will 
outsell because they prevent rust, cofrosion, and 
pitting in the bore of rifle and pistol barrels. 
REMINGTON KLEANBORE CARTRIDGES will , 
outsell because they save time by making it un- 
necessary to clean the bore of rifle and pistol 
barrels. 


REMINGTON KLEANBORE CARTRIDGES will 
outsell because they preserve the accuracy of 
rifle and pistol barrels. 

REMINGTON KLEANBORE CARTRIDGES will 


outsell because they cost you no more than or- 
dinary ammunition and sell at a good profit. 


REMINGTON ARMS COMPANY, INC. 
25 Broadway Established 1816 New York City 
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RIFLES AMMUNITION SHOTGU! (FAME LOADS ILERY CASH REGISTERS 


© 1927 R.A. Co 


There is only ONE KLEANBORE—beware of imitations. 
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FISHING TACKLE.—Dealers who did 
not place their orders for tackle last 
fall for this spring delivery are send- 
ing in for their requirements now in 
order to insure having a complete stock. 
Level wind reels are much in demand 
on account of reduced prices. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Bronson No. 100, $2. 25 


each; Chicago level winding reel, 
$2.00 each; Sympioreel No. 752, $4.90 
each. 

GLASS AND PUTTY.—tThere is a 


slight decline on all sizes of both A 
and B grades of single strength glass. 
Other prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Single strength A, 
25-in. bracket, 87 per cent discount; 
Single strength A, 34 to  40-in. 
bracket, 86 per cent discount; single 
strength A, all other brackets, 86 per 
cent discount; double strength A, all 
sizes, 86 per cent discount; single 
strength B, up to 25-in., 88 per cent 
discount; 34 to 40-in., 87 per cent, 
and balance 87 per cent: double 
strength B, up to 54 in., 87 per cent 
discount; balance 87 per cent. Putty, 
pure grade, $3.75 per 100 Ib.; com- 
mercial, $3.40 per 100 Ib. 


HANDLED HAMMERS AND 
HATCHETS.—tThere is an increasing 
good volume of orders being placed. 
Prices are unchanged. 


HAMMERS— 


We quote from jobbers’ stocks, 
f.o.b. Chicago: First quality, 16 oz. 
nail hammers, $12 a dozen; Maydole, 
$12.60 a dozen: 16 oz. machinists’ 
hammers, first quality, $9.20 dozen; 
competitive grade, 16 oz., nail ham- 


mers, $6 to $8 

HANDLES, AGRICULTURAL.— 
There is a good demand and jobbers’ 
prices have been unusually revised 


throughout. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 

Hay Fork fon yee — Straight 
chucked and or best grade, 
4%-ft., $4.15 doz.; 3 ‘ft., $5.00 doz.; 
x 4% ft., $3.65 doz.; 5 ft., $4.45 
} X 4% 'ft., $2.35 don. .¢ ft., $2.75 
ey / 


Hay Fork Handles.—Bent-chucked 
and bored, best grade, with strap, 
sg and cap 4% ‘ 

Nag 10 doz. 


ft. 

' - X Plai n, 4% ft., $2. 70 doz.: 
5 ft., $3.25 doz 
Manure Fork Handies.—Bent, best 
grade, plain, 4 ft., $4.35 doz.; 41% Fens 
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$4.70 doz.; XX plain, 4 fi., $3.85 doz.; 
4% ft., $4.15 — X plain, 4 t $2. 50: 
4% ft., $2.85 doz. 


Garden Hoe Handies.—XxX, 4% ft., 
$3.20 doz.; X, 4% ft., $2.20 doz. 
Garden Rake Handles.— XxX, 51% ft., 
$4.80 doz.; X, 5% ft., $3.05; 6 ft., $4.00. 
Shovel Handles.—Regular Pattern, 
XX, 4% ft., $6.10 doz.; X, 4% ft., 
3.50 doz. ; D handles, best grade, 
7.00 doz.; X, $5.50 doz. 

Spade Handles. — cy best 
grade, $6.80 doz.; , $5.25 doz. 


Peasy hen ve asian have been 
readjusted with some items showing 
slight declines, while others take ad- 


. vances. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges in 
bundles, 4-in., 72c.; 5-in., 98c.; 6-in., 
$1.10; 8-in., $1.85; 10-in., $3.10 per doz. 
pairs; extra heavy T hinges, in 
bundles, 4-in., $1.10; 5-in., $1.18; 6-in., 
ya 8-in., $2.38; 10-in., $3.36 per 

OZ. 


ICE CREAM FREEZERS.—tThe closer 
approach of spring is causing a gradual 
improvement in sales. 


We quote a jobbers’ 
_ Chica Wh 
$4.80 list: 2 qat., 
36. 75 mee: 66lUe.. 
$10.45 list; 8 qat., $13. 40 list; 
$17.90 list; 12 qt., $21.50 list: 
$25.60 list; 20 t., $33.20 list; 25 at., 
$42.60 list; Arctic, 1 qt., $4 list; 2 qt., 
$4.60 list; 3 qt., $5.45 list; 4 at., $6.80 
list; 6 qt., $8.60 list; 8 qt., $11.10 list. 
All the above less 50 per cent dis- 
count. — 1 qt., $2.95 list; 2 at., 
$3.45 list; 3 $4.10 list; 4 qt., $5 
list; 6 qt., $6. 0" list; 8 qt., $8.20 list; 
10 qt., $10.75 list; 12 qt., $14 list; 15 
qt., $17 list; 20 at., $21.50 list. A dis- 
count of 20 and 10 per cent on all 
above prices. 
doz.; qt., enamel, 
qt., enamel, $18 per 
prices are net. 


LANTERNS.—tThere is a fair volume 
of sales now being placed for fall ship- 
ment. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Dietz D-Lite, $13 doz.; 
with large fount, $4.25 doz.; Little 
Wizard, $8.50 doz.; Blizzard, $13 doz. 


NAILS.—Sales are satisfactory and 
the price situation is unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Common wire and 
cement-coated nails, small lots, $3.05 
ed keg base. Quantity orders, $2.95 
ase. 


ROLLER SKATES.—The demand con- 
tinues to be very large, with a shortage 
possible. 


stocks, 
ite Mountain, 1 


doz. Above 
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We quote from jobbers’ stocks, 
f.o.b. Chicago: Union boys’, $1.40 pair; 
Union girls’, $1.50 pair; Chicago boys’, 
$1.30 pair; Chicago girls’ , $1.40 pair; 
rubber-tired skates, boys’, $2.65 pair; 
rubber-tired skates, girls’, $2.75 pair. 


ROPE.—Sales are good. Manila prices 
are again slightly advanced. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 manila, standard 
brands, 23%44c. to 26c. per ib.: No. 2 
manila, 22 per Ib.; No. 1 sisal, 
15%ec. to lic. per Ib.; No. 2 sisal, 
144%4c. to l6c, per Ib. 


SASH CORD.—There is a good active 
demand and prices are firm. 


We quote from _ jobbers’ stocks, 
f.o.b. Chicago: No. 7, standard 
brands, $6.95 per doz. hanks; No. 8, 


$7.90 per doz. hanks. 


SCREWS.—Prices are firm and sales 
are normal. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 75-20-10-10 per cent; round 
head blued, 72%%4-20-10-10 per cent; 
flat head brass, 72%4-20-10-10 per 
cent; round head brass, 70-10-10-10 
per cent. 


SOLDER AND BABBITT.—There is a 
good demand and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 sol- 
der, $45 per 100 lb.; medium, 45-55 
solder, $44 per 100 Ib.; tinners’ 40-60 
solder, $43 per 100 ib.; high speed 
babbitt metahk $20 per 100 lb.; stand- 
ard No. 4 babbitt metal, $14 per 100 lb. 


STEEL SHEETS.—Prices are showing 
a firmer tone and sales show an im- 


provement. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 28- -gage galvanized 


sheets, $5.30 per 100 Ib.; 
sheets, $4.20 per 100 ib 


WIRE PRODUCTS.—tThere is a grow- 
ing demand as the season advances. 
Prices show concessions for quantity 
orders. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 8 black annealed 
wire, $3.05 per 100 Ib.; No. 9 galvan- 
ized ‘plain wire, $3.50 per 100 lb.; catch 
weight spool galvanized cattle or hog 
wire, $3.75 per 100 lb.; 80-rod spool of 
galvanized hog wire, $3. 25 per spool. 
Polished fence staples, $3.50 per 100 
lb. Wire cloth, black, 12-mesh, $1.65 
per 100 sq. ft.; galvanized, 12-mesh, 
$1.95 per 100 sq. ft.; bronze, 14-mesh, 
$5.75 per 100 sq. ft. Galvanized poul- 
He netting: Galvanized before made, 

571%4-5 per cent discount; galvanized 
after made, 52%-5 per cent discount. 


28-gage black 





Spring Trade Active in Pittsburg Territory 


Climax, $1 per doz. cans; Perfection 
paint cleaner, $3 per doz. 
Step Ladders.—Standard full rodded 
ladders, 28c. per ft.; extra, 46c. per ft. 
Floor Polishers.— Johnson’s elec- 
tric, $42.50 each, subject to discount 


of 25 per cent to retailer; a. $3.75 
each; Old English, $2.60 each 
— Justrite. $1.10 


Carpet Beaers. 
doz.; No. 4, $1.20. 
PAINTING SUPPLIES. — Turpentine 
has been as low as 82c. per gallon in 
this market since last accounts, but has 
since rallied rather sharply and now is 
quoted at 89c. in barrel lots. Oil is 
slightly lower. Business is not increas- 
ing as rapidly as it sometimes does at 
this time of year. 


Prices to retailers: Ready mixed 
paints, best grades, $2.85 per gal- 
lon; lower grades, $2.25; white lead, 
14%c. per Ib. in 100-lb. lots; 10 per 
cent less in lots of 500 Ib. or more 
and extra 4 per cent less in lots of a 
ton or more; turpentine, 89c. per gal. 





(Continued from page 100) 


in barrel lots; raw linseed oil, 12.1c. 


per lb. in barrel lots. 
PAPER BURNERS.—There is usually 
some increase in the demand for burn- 
ers at this time of the year and this 
year is no exception. Jobbers quote 
No. 1 size at $3.50 each; No. 2, $4.50, 
and No. 3, $6. 


POULTRY NETTING.—Demand holds 
good for poultry netting, with zalvan- 
ized netting in ordinary lots quoted by 
jobbers at 50, 10 and 10 per cent off list 
before and 50 and 10 per cent off list 
after weaving. 


POULTRY SUPPLIES.—Business still 
is good in poultry raising supplies. 
Jobbers quote: 


Incubators, No, 1, $26. 25 each; No. 
47.60; 


portable, No. 20, $8.23 each; No. 21, 





$13.30; blue flame, No. 
$15. 7b: coal burning, 
No. 118, $18.55; No. 


$10.85; No. 22, 
80, wet No. 81, 
No. 117, $15.05; 
119, $2. 


ROLLER SKATES.—Strong demand 
still is reported for roller skates, which 
jobbers quote: 


Roller Skates. — Union Hardware 
Go. line, No. 2, 70c. per pair; No. 3, 
5c. ; No. 10, $1.05; No. 6, $1.5 55; 
Winslow line, No. 3814, $1. 50; No. 38, 
60 


ROPE.—Prices for the 60-day period 
beginning March 1 have been an- 
nounced. Manila rope has been ad- 
vanced %c. per lb. to 25c., base. No 
change was made in sisal rope. 


SASH CORD.—An advance of 2c. per 
Ib. has been announced by leading 
makers. Demand is not very active in 
this area. 

Pittsburgh jobbers quote Pelham 


at 45c. per Ib., Eddystone 52c. and 
Silver Lake i7e. 
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General Conditions Little Changed 
in New England Hardware Market 


(Boston office of HARDWARE AGE) 

ENERAL conditions are little changed from a week ago in 

the New England hardware market. The volume of pass- 

ing business does not appear to increase perceptibly or to 

decrease. In other words, it is just about holding its own and is 

about on a par with that for a year ago or slightly under. There 

is the same disposition among retail dealers to refrain from commit- 

ting themselves on futures as in the past. Buying is confined to cur- 

rent needs and to goods that will be wanted by the end of this month 

or possibly a little later. Price changes in most merchandise are few 

and far between and when they do occur they generally are small, 

although in about eight cases out of ten are downward. Collections, 

according to jobbers, have been just as backward so far this month 
as they were in the early part of February. 

The jobbing trade is praying for an early spring. Last year 
spring was very late in getting under way and the retail trade, as 
well as the jobber, really did not make up for the loss of business 
during the normal early spring months. Most of the weather sharps 
hold out little encouragement for a hot summer, but most of them 
do look for an early spring. During the past week a majority of 
days were bright and clear, but really too cool to warm up public 
enthusiasm over doing the many jobs requiring merchandise handled 
by the hardware trade. 


AUTOMOBILE ACCESSORIES.—Ac- 
cording to jobbers, one of the leading 
manufacturers of bumpers and fenders 





BRUSHES.—Retail dealers are begin- 
ning to show interest in brushes, par- 
ticularly paint kinds. It is generally 


smaller dealers to wait until the last 
minute before making their purchases. 


We quote from Boston jobbers’ 
stocks: 

Garden Tools.—Trowels, 6-in., gar- 
den, $1.32 per doz. net; florists’, $2.25 
transplating, $1.50 and $2.50. Forks, 
No. 300, $3.50; No. 40, $1.75. Sets, 
garden, No. 6 floral No. 112, 
$1.50; No. 120, "$2; No. 125, $4; No. 

F,, $9; No. "OF SX, $12.80. Rakes, 
$4. 32 weeders, : 

LAWN ACCESSORIES.—Jobbers al- 
ready have booked a considerable busi- 
ness in rubber hose, lawn mowers and 
other lawn accessories, but there is still 
a large number of retail dealers who 
have taken no action. The general im- 
pression among jobbers, however, seems 
to be that more lawn accessories will be 


sold this year than in 1926. 


We quote from Boston jobbers’ 
stocks: 

Hose.— Commercial, %-in., 7%c. 
per ft. net; Leader; Yh ~ in., T%C., Be - 
in., 8i4c.; Viokson, ’ 5 = in., 10c. ; ; Vigi- 
lant, %-in., 10%c.; Olympia, 54-in.., 
10c.; Good Luck; %-in., 10c.; Milo, %- 
in., 11%c.; Bull Dog, %-in., 13%c. 
Add, %c. per on for 25 ft. lengths. 

Lawn Mowers. — Townsend line, 
Victory, 12- “e $11.16 each net; 14- 
in., $12.40; 16-in., $13. 18-in., 
$14.88; 20-in., $16.12; 22-in., $17.36: 
24-in., $18.60 Spider, 12-in., $8.46 
14-in., .40; 16-in., $10.34; 18-in., 
$11.28; 20-in., .22. Derby, 12-in., 
$7.20; 14-in., $8; 16-in., $8.80; 18-in., 
$9.60; 20-in., $10.40. Red Bird, 12-in., 
$6.60; 14- in., $7.40; 16-in., $8.14; 
18-in., $8.88; 20-in., $9.62. 





has intimated a change in prices will 
shortly be announced. The jobbing 
trade expects a much freer movement 
of automobile accessories out of stock 
from now on. The Boston Automobile 
Show opened Saturday, March 5. Spring 
officially opens this month. Automobile 
companies report sales increasing rap- 
idly. These factors, it is believed, will 
increase public demand for accessories. 





We quote from Boston jobbers’ 
stocks: 

Bumpers.—One to 49 count, 40 per 
cent discount; 50 to 249 count, 40 and 
5 per cent disc ount. 

Fender Guards.—One to 49 count, 
40 per cent discount; 50 to 249 count, 
40 and 5 per cent discount. 

Horns. — Klaxon, qualities less 
than $50 in list value, 35 per cent 
discount; in $50 to $199 value, 40 and 
5 per cent discount; in $200 value, 
50 per cent discount. 

Tires. — Mansfield line, fabric, 
clincher, 30 x 3 in., $6.35 each net; 
30 x 3% in., $7.25. Heavy duty cord, 
straight side, 30 x 3 in., 5 
each net; 31 .x 4 in., $13.75; 32 . 
$14.50; 33 x 4 in., $15.25; 34 x 4 in., 
$16.00; 32x 4% wr ae 75; 33 x 414 in., 


$20.50> $34 x 7 $21. ‘25; 35 x 4, 
in., $22; 36 in, ‘in, $22.29: 33 x 5 
Soesee se xB in 
"treet. —Cord, 32. m7 ii .¥ $24.75 
each net; 33 x 4% in., $25. 65; 34 x 
4, =, 826. 55; 30 x 5 in., $29.85; 
338 x 5 $32. 95; 34 x 5 in., $35.45; 


"$36.25: 32 x 6 in., $45.90: 36 
x 6 in., $50. 40; 38 x $70. 65. 
Tubes.—Inner, =” “4 " small — 
30 x 3 in., $1. 50 each net; 30 x 3% 
in., $1.70; 32 x 3% in., $1.90 in lots 
of 12 or more deduct 10c. each tube; 


Gin 


31 x 4 in., $2.40; 32 x 4 in., $2.50: 
33 x 4 in., $2.60; 34 x 4 in., $2.75; 
32 x 1% in., $2.90; 33 x 4% in., $3; 34 


x $22 in , $3.10; 35 x 4 in., $3. 30: 36 
4 in., $3.40; ‘+e n., $3.45: $3 x 
in., $3.75; ;- 34 =x n., $3.85; 35 x 5 
.. $4; in lots of aie tubes or more 
ct 10c. per tube; 32 x 6 in., $6.20; 
6 in., $6.15; 38 x 7 in., $9.40. 


Ke 





stated that retail stocks at the close of 
the 1926 season were pretty well shot, 
and that it will therefore be necessary 
to purchase quite liberally for 1927 re- 
quirements. 


We quote from Boston jobbers’ 
stocks: 


Brushes.—Paint, wall 3%-in., $4 to 
$12.50 per doz. net; whitewash, -in., 
$4.58 to $21; calecimine, 7- in., $9. 50 to 
$59; paper hanger, 10- in., $2.50 to $16; 
flat varnish, 2-in., $1. 20 to $6; oval 
vanish, $11 to $20.50. 


s;UILDERS’ HARDWARE.—Some New 
England cities and towns already have 
reported more building so far this year 
than in the corresponding period of 
1926. The hardware trade is there- 
fore taking a somewhat more optimis- 
tic view of 1927 construction than it did 
a month or two ago. Manufacturers of 
low priced builders’ hardware have told 
jobbers an advance in prices is in the 
making. Jobbers have passed the word 
along the retail dealers, consequently 
the movement of goods out of jobbing 
stocks is a little heavier than it usual- 
ly is in March. 


We quote from Boston jobbers’ 
stocks: 


nae Sets.—Inside, No. 731, $4.75 

r doz. net; front door sets, No. 
1124RY4. $5. 25 each, No. 122S2, -" a 
No. 7122E2, steel pit key, $1. 25, 
0122, bronze, $2.25; vestibule sets, No 
712214 F4, $1. 10 each net; bath room 
sets, nickel finish, No. 0221K1, $8 per 
doz. net. 


GARDEN TOOLS.—Somewhat more 
interest is evinced by the retail trade 
in garden tools, yet the market is’ still 
a long way from active. Jobbers say it 
is the evident intention of many of the 


Lawn Trimmers. — Popular makes, 
$15 each list. Discount, 50 per cent. 
Factory Shipment.—On direct fac- 
tory shipments up to 30c. freight on 
ten or more machines is allowed. 


Lawn Roller.—Water Weighted, 18 


in. diameter x 24 in. long, $13.34 each 
sina 24 in. diameter x 24 in. long, 


Sprinklers.—Lawn fountain, $6 per 
doz. net; fountain, half circle, $5. 50. 
Rain King, $2.34 each net. 


SPRAYS AND SPRAYERS.—Some- 





what more interest is shown by the re- 
tail trade in sprays and sprayers, espe- 
cially in insecticides. Weather condi- 
tions throughout the winter were per- 
fect for the soil, and New England 
crops should be good ones this year. 
Usually when we have good food crops 
we have good bug crops, and the retail 
hardware dealer should impress the 
farmer with the necessity of getting in 
his supply of sprays and sprayers 
early. Prices on such merchandise 
have not changed since early in No- 
vember, 1926. 


SWEEPERS.—AIll kinds and makes of 
sweepers are beginning to engage the 
attention of the retail trade at this 
time. Bookings by jobbers thus far 
this year show them to be about on par 
with those of 1926. 


We quote from Boston 
stocks: 

Sweepers.—Carpet, Grand Rapids, 
ball-bearing, japanned, $44 per doz. 
net; nickeled, $48; Standard, ja- 
panned, $36; Universal, japanned, $42; 
nickeled, $46; American Queen, $54; 
Parlor Queen, 


jobbers’ 


Toy Sweepers.—Per dozen, Little 
Helper, $2; Little Gem, $3.75; Little 
Jewel, $10; B. Junior, $16. 


Reading matter continued on page 108 
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by telephone $360,000 











Tue use OF Lone Distance ts rapidly 
on the increase. Products are being 
bought and sold, time and travel are 
being saved by long distance calls. 
There is hardly any limit to the use of 
Long Distance. When some large order 
is wanted in a hurry, when travel means 
delay and expense. In any situation—buy- 
ing, selling, negotiating—the man who 
goes by telephone arrives first. He can dis- 
cuss all details as in a personal interview, 


worth of 
busses 


A CHARLESTON, WEST VIRGINIA, 
interurban railroad needed addition- 
al new equipment, quick. It tele- 
phoned a nationally known truck 
and coach company in Chicago for 
$20,000 worth of busses. Speeding 
in over the same lines came a call 
from Montreal for new busses— 
$40,000 worth. Long Distance rang 
again and Philadelphia placed an 
order—to the amount of $300,000. 
Travel would have meant delay and 
expense —all used Long Distance! 


and he can have shipment started at 
once. His business doesn’t have to wait. 

We suggest, now, that call across the 
State or nation that would get some 
important thing done. We believe you 
would be surprised if you knew how 
little 1t would cost... . Number, please? 


BELL LONG DISTANCE SERVICE 
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Demand for Spring Goods Continues Active 
in Cleveland Territory—Prices Firm 


(Cleveland office of HARDWARE AGE) 


EASONAL merchandise for spring is now moving in quite sat- 
isfactory volume, as retailers who deferred buying until close 
to the time when the merchandise begins to move from their 


shelves are now placing stock orders. 


As a result a good volume 


of activity has developed in steel goods, lawn rollers, fertilizers, 
poultry supplies, roller skates and other seasonal merchandise. 
Painters’ supplies and brushes have also become active items. Staple 
merchandise is dragging, although business is holding up to about 


recent volume. 
the whole only moderate. 


Retail business is rather spotty and apparently on 
The outlook in the building industry in 


Cleveland shows an improvement due to the fact that labor troubles 
that were predicted for March 1 did not develop. Unions that have 
not yet signed scales at the old rates have continued to work and a 
tie-up in the industry is not looked for. 

The price on binder twine has been announced for this season, 


being lc. per pound lower than a year ago. 


Manila rope has ad- 


vanced lc. per pound. No other important price changes are an- 
nounced. Collections are only fair. 


AUTOMOBILE TIRES AND ACCES- 
SORIES.—tTire sales are rather light, 
as retailers seem in no hurry to order 
for spring shipment. Dealers are look- 
ing for a very heavy volume of business 
this spring and with prices at the pres- 
ent low levels, not much hesitation is 
expected in buying. 

Cleveland jobbers quote =" 
tires, f.o.b. Cleveland, 30 x 3% in. 
Liberty cord, $6.60; heavy duty over- 
size, $8.75; 32 x 4 in. Liberty cord, 
$11.15; heavy duty oversize, $21.25; 


balloon tires, 
4.40, $9 


duty, $26.75; 
$1.60; 32 x 4, $2.50; 34 x 4%, $3. 10: 
balloon tire tubes, gray, 27 x 4. a 
$1.80; 29 x 4.40, $1.85" a) $2.5 
32 x 6, $3.10: 32 x 6.20, $3.5 


We quote from roe stocks, 
f.o.b. Cleveland: Millers Falls, No. 
145 jacks, $3.75. spark plugs, 


96c. each for all sizes in lots of less 
than 50; Champion X spark plugs, 
45c. each for less than 100 and 4ilc. 
each for over 100; Champion regular, 
53c. each for less than 100, all sizes; 
50c. each for over 100. 


AXES.—Some orders are being placed, 
although the winter buying is about 
over. 


Jobbers quote f.o.b. Cleveland: 

First grade single bitted rustless 
black finished, handled axes, $19.50 
base per doz.; unhandled, $15.50 per 
doz.; double bitted, handled, $24.50 
per doz.;: double bitted, unhandled, 
$20 per doz.; 60c. increase for dozen 
lots weighing 42 to 48 lb. and similar 
advance for each 6 Ib. additional 
weight increase. 


BATTERIES.—The demand for radio 
batteries keeps up well. Prices are un- 
changed. 


Jobbers quote f.o.b. Cleveland: 
B and C radio antieeses, 


Unit Broken 


Packages Lots 

i rer ee $1.14 $1.22 
 - eres 1.30 1.40 
Dt Cn éuecawedetdeaun 2.44 2.62 
OE See 3.40 
EE GG 3.33 3.58 
Dry cell A _ batteries, No. 7111, 
35 in standard packages, 40c. 
in broken lots. Columbia igniter dry 
cell batteries, 32%c. in standard 


packages, 36c. broken lots. 








BINDER TWINE.—New prices are out 
for binder twine for 1927, these be- 
ing 1 cent per lb. lower than a year 
ago. 

Cleveland jobbers quote binder 
twine at * Ag per 50-lb. bale Cleve- 
land and 6.371% Chicago and North 
Plymouth, Mase Auburn, N. Y., has 
been eliminated this year as a basing 
point. 

BOLTS AND NUTS.—Orders from re- 
tailers at present are rather light. 
With the new price lists and uniform 
common 70 per cent discount that will 
become effective April 1 there will be 
some price revisions and prices on 
some sizes of small bolts will be lower. 


Jobbers quote f.o.b. Cleveland: 
Large machine bolts, cut threads, 
50 and 10 per cent off list; small 


rolled threads, 60 and 5 per cent off 
list; carriage bolts, large and small 
cut threads, 45 and 5 per cent off 
list; stove bolts, 75 and 40 per cent 
off list: hot pressed nuts, $6.90 off 
—- rivets, 65 and 5 per cent 
Oo st. 


CORRUGATED ROOFING. — Some 
new business is being placed. Weak- 
ness in galvanized sheets has been fol- 
lowed by a price decline. 


Cleveland jobbers quote No. 28 
gage 1%-in. corrugated roofing at 
$4.01 per square f.o.b. Pittsburgh. 


FERTILIZERS.—Jobbers are getting a 
good volume of orders for early ship- 
ments. 

Jobbers quote f.o.b. Cleveland: Old 
Gardner, 1 17 cents: 5 Ib., 45 
coutss 10 lb,, 70 cents; 25 lb., $1. 40; 

Ib., $2.45. 100 Ib., $3.85. 

caneue HOSE.—Spring buying has 
not yet developed. Prices are un- 
changed. 


Cleveland jobbers quote standard 
5,-in, double braid molded hose at 
9%c. per ft.; the same in higher 
grade, 10%c. per ft.; standard %-in., 
lle. per ft. 

GLASS CLOTH.—tThis is a new item 
to be handled by the local jobbing trade 


and it is finding a ready sale. 





Cleveland jobbers quote glass cloth 
at 25c. per sq. yd. for 50-yd. rolls 
and 24c. per sq. yd. for 100-yd. rolls. 


ICE CREAM FREEZERS. — A fair 
volume of sales is being made for 
early shipment. 


Jobbers quote f.o.b. Cleveland or fac- 
tory with freight allowed to destina- 
tion on 12 or may as gy wee 3 
—— yr 5.65 -. < sihto 

; 6-qt 0.45 _ ; §- qt. § 50 og : 
this price is subject to 50 per cent dis- 


a 2-qt., $5.50 ea.; 4-qt., 
$8 ea.; 6-qt., $10 ea.; 8-qt., $13 ea., 
subject to a 55 per cent discount. 

Rag oy Ae $5.50 ea.; + 

6-qt., $10 ea.; 8-qt., a ” 
subject to discounts of 55 ay 7% per 


"Tee 2-qt. in half dozen lots, $8 
per doz.; in broken packages, $8. 40 
per doz. 


INCUBATORS AND BROODERS.— 
Sales of these items continue very 
good. 


Cleveland jobbers quote incubators 
and brooders at 35 per cent off list 
f.o.b. factory. 


OIL AND GASOLINE STOVES.—The 
spring demand has resulted in an in- 
crease in orders. 


Jobbers quote f.o.b. Cleveland: 

Oil stoves, Nesco, No. 212 2-burner, 
$11.85 each; No. 215, 3-burner, $14.60 
each; No. 214, 4-burner, $18.60 each; 
Harvard 2-burner, $11.75 each; 3- 
burner, $14.75 each; 4-burner, $18.85 
each; Harvard range, $48. 

Gasoline stoves, Nesco, No. 82, 2- 
burner cook stoves, $18. 80 each ; ‘No. 
83, 3-burner, $23. 25 each: No. 84, 4- 
burner, $40.65 each; No. 840 gasoline 
range, $53.25 each. 


POULTRY NETTING AND WIRE 
CLOTH.—As most retailers are under 
contract, buying at present is largely 
of a pick-up character. 


Cleveland jobbers quote: 12-mesh 
black wire cloth at $1.65 per 100 sa. 
ft.: 12-mesh galvanized, $1.95 to $ 

er 100 sq. ft.; 14-mesh galvanized, 

2.45 per 100 sq. ft.; 16 mesh, $2.75 
per 1000 sq. ft.; bronze, 14 mesh, $9.50 
per 100-ft. rolls ; 50-ft. rolls, 10c. ad- 
ditional. Poultry netting galvan- 
ized after weaving, 50 and 7% per 
cent off list; galvanized before weav- 
ing, 50, 10 and 7% per cent off list. 


POULTRY SUPPLIES.—A good sea- 
sonal demand has sprung up for vari- 
ous poultry supplies. 


Jobbers quote f.o.b. Cleveland: 8- 
hole round chick feeder, 80c. per doz. ; : 
12-hole, $1.60 per doz.; 8-qt. Delphos 
galvanized iselare. $9. 60 per doz.; 12- 
hole Delphos feed troughs, $1.60 per 


doz.; 18-hole, $2 per doz.; 24-hole, 
$2. 50 per doz. Strap handle wall 
fountain, 2- at, 7s 50  ¢ doz.; 4-qt., 
$8 per doz.; 8-qt., $11 per doz. Del- 


phos bottom fill fountain, 1-qt., $2.50 


r doz.; 2-qt., $3.15 per doz.; 4-qt., 
3.75 per doz. Delphos thermic foun- 
tains, 2-gal., $2.30 ea.; 3-gal., $2.60 
ea. ; 5-gal., $3.30 ea. 


PRUNING SHEARS AND SAWS.— 
With the pruning season starting the 
demand for pruning equipment is active. 


Cleveland jobbers quote: 
Pruning shears, Clearcut No. 1104, 


$11.50 per doz.; Pexto, R85, , oe 
doz.; No. 50, per doz.; 
$3.75 per doz.; Wiss, No. 109, $2 per 
doz. tree pruners, Handy 
$12.50 per doz.; No. 5402 Clyde. nye 
per doz.; No. 3 Disston Bulldog, $2 23.25 


r doz.; hedge shears, Disston, ‘Sin on 
$1. 75 ms. © 9-in., $1.90 each; 10-i n., 
eac 
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HE doors on this 

two-car garage are 
equipped with Coburn 
Sliding Door Hard- 
7... 4a 
necessary hardware 
(including track) for 
equipping new doors or 
transforming old 
the 


ware Set No. 


hinged doors to 
type of sliding 
shown is contained in 
Set No. 7. 
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These are the main reasons why 
COBURN SLIDING DOOR HARDWARE 





The 
Coburn Hanger 
Coburn Hangers for 
garage door use are 
made with cast iron 
wheels ; case-hardened, 
cold-rolled steel Stud 
and Roller Bearings; 
drop forged steel 
Pendant and stamped 
steel Petticoat. Such 
construction assures 
satisfaction and sales. 


Other 

Coburn Features 
All Coburn Track is 
of the “round trough” 
type, the strongest 
and most rigid type 
of inclosed track that 
can be made. 
Coburn Brackets are 
the only cast iron 
brackets made. They 
are twice as strong 
and more rigid than 
the wrought _ steel 
brackets usually used. 
nly Coburn Hard- 
ware has all these 
features. 







money. 


of this advertising, we 
complete line of deal- 


ers’ sales aids. These 
include metal _ signs, 
folders, sliding door 


models and a new cat- 
alog. 

This new catalog No. 
140 has been designed 
to be used as a sliding 
door reference book by 
hardware dealers. 








THE COBURN TROLLEY 
TRACK MFG. CO., 
Dept. B-7, Holyoke, Mass. 


Please send me a 


new Catalog No. 140, 


HERE you have three definite rea- 
sons why Coburn dealers are making 


The advertising campaign for 1926 is 
placing over seven million Coburn sales 
messages before those who install, specify 
and buy garage door hardware. 


To enable dealers to reap the full benefits 


ware is packaged 


tate stocking. 





have prepared a 











Well known and well adyer- 
tised. 


2 Packaged in complete sets. 


Possesses a combination of 
superior features found in no 











B 
dealer can recommend Aa his customer the 
best type of sliding door to use in any 
opening—from china closet to warehouse. 
Complete data on the amount and type of 
hardware 
every case is also given. 


Send coupon 
for your copy 


copy of Yyour 
samples of 
sales aids and full information. 


other sliding door hardware. 








consulting it, a you've got a profit 


fice and Works: 
Branches: 
phia, Chicago. 


required in 


New York, Boston, 


sells faster and gives satisfaction 


All Coburn Sliding Door Garage Hard- 


in complete sets to save 


the dealers’ time in handling and to facili- 
Packaged sets contain all 
necessary hardware, including track, and 
complete instructions for installing. 

Coburn Sliding Door Hardware is the 
original sliding door hardware. 
sesses a combination of superior features 


It pos- 


which sell it by com- 
parison with any make 
of sliding door hard- 


ware on the market 
today. 

These structural ad- 
vantages are briefly 


described to the left. 

Put’ these Coburn fea- 
tures together and 
combination. Send the 


coupon below for a free copy of our new 
catalog No. 140 and full information. 

Coburn Trolley Track Mfg. Co., Main Of 
Dept. B-7 Holyoke, Mass. 


Philadel- 





SLIDING DOOR HARDWARE 


INVENTORS AND MAKERS OF PRESENT TYPE 
SLIDING DOOR HARDWARE SINCE (648 ©.. 
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Spring Trade More Active in North- 


west Territory 


(Minneapolis office of HARDWARE AGE) 


ment in the Northwest for dealers, while not ordering their 


\ N ] ITH each passing week there are more signs of encourage- 


stocks as rapidly or in as large quantities as before, still 

send in their orders in a steady stream, making a fair total volume. 
Some of the dealers and jobbers claim sales totals are ahead of 
last year, while others have not been so fortunate, according to their 


own statements. 


and jobbers report collections well up to the average. 


Spring goods are moving out better, however, 


One of the 


barometers of business is the length of the Help Wanted columns in 
the daily papers, and this seems to be lengthening. 
Prices are fairly steady, with no real reason for any change ap- 


parent. 
items are given in this report. 


AXES.—Demand continues fair, with 
stocks well assorted. Prices show no 


changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Single bit base 


weight axes at $16 per dozen and 
double bit base weight at $21.50; 
Plumb’s Dreadnaught unhandled sin- 
-~ bit, $14.50; double bit, $19.50; 
handled, single bit, $19.50 ; double bit, 
$24.25 doz, net. 


AUTOMOBILE TIRES.—Demand is 
good for this season of the year. Stocks 
look rather broken with some dealers, 
who have not yet had their spring stock 
delivered. 


We quote from _ jobbers’ stocks, 
f.o.b. Twin Cities: Mansfield tires, 30 
x 3% Liberty cord, $3.60; heavy duty 
oversize, $8.75; 32 x 4 Liberty cord, 
$11.15; heavy ‘duty oversize, $14.50; 
balloon tires, 29 x 4.40, $9.65; 30 x 
5.25, $15.95; poate duty, 

- tan tubes, 0x 
x 4, $2.60; 34 x 4 1 $33 95° 
tire tubes, gray, 7! 4 Ne 40, - 90; 29 x 
4.40, $2.95; 30 x 5 $2. 0: 32 x 6, 
$3. 20 : 32 x 6.20, $3. 70 each, net. 


BOLTS.—Sales are showing but slight 
improvement so far. Stocks are ample 
for the call, with prices firm. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Carriage bolts, 45 
per cent; machine bolts, 50 per cent ; 
stove bolts, 75 per cent; and lag 
screws, 55 per cent from lists. 

BUILDING PAPER.—Call for building 
paper is just beginning to be felt, as 
building is showing some signs of life. 
Stocks are well filled for present needs. 
Prices are altered slightly. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Red rosin sized 
paper at $2.90. 

CHURNS.—Dealers are ordering their 
early stocks in this line. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Barrel type churns 
at 45 per cent from lists. 

EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Demand is slow in a 
retail way, but dealers are beginning to 
fill their stocks. Prices are steady as 
quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 28 ga., slip joint, 
single bead, 5-in. eaves trough, $5.50 
per 100 ft.; 28 , 3-i conductor 
pipe, $5.40 per 100 ft., and 3-in., con- 
ductor elbows, $1.73 per doz. net. 


FIELD FENCE. — Call is light and 


Some minor changes are shown. 


Many spring stocks 








stocks are ample for present sales. 
Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 10 ga. top and 
bottom, 13 ga. intermediate, 26 in. 
fencing at $30.04 per 100 rods. 


FILES.—Sales are steady, but not par- 


ticularly strong. Prices have _ not 
changed. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Best grade files 
at 50 per cent and second grade files 
at 60 per cent from lists. 


GALVANIZED WARE.—The market 
on galvanized ware is even, with no 


point of interest. Prices have not 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 
the ag tubs at $7.25: No. 2, $8.00; 
No $9.25; heavy tubs, No. 1, 
$12.60: No. 2, $13.80; No. 3, $15; 
Standard 10- at. pails, $2.55; 12-qt., 


* ; 14-qt., $3.25; stock pails, 16- 

t., $5, and i8- -qt., $5.50 per doz. net. 
GLASS AND PUTTY.—Spring demand 
has not yet started to any extent. 
Prices are firm as quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Minnesota prices, 
single strength glass, 87 per cent 
double strength, per cent, and 
strictly pure putty in 50 Ib. drums at 
$4.85 cwt., net. 

HAMMERS AND HATCHETS.— 
Stocks are well filled, ready for heavier 
trade. Prices are firm as quoted. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 11% 
nail hammers, $12.60; 
81, $12. iverside, 
Plumb Broad, No. 2 hatchet, $16. 40: 
No. 2 shingling, $12.50; No. 2 claw, 
$13.75 per doz. net. 

HOSE.—Jobbers are prepared to ship 
out the spring stocks of lawn hose to 
dealers as soon as demand begins. Some 
shipments have been made. Prices are 


as follows: 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Bull Os. zee 
n., 


-ply, 7% cts.; Good Luck, 6- 
ly, 10 cts.; Electric double braid, 
in., 50-ft. lengths coupled, 14% 


cts. ft., net. 
ICE CREAM FREEZERS.—Dealers 
are beginning to stock up in this line 
for the spring trade. 


We quote from jobbers’ stocks, 
—- Twin Cities; White Mountain 
freezers at $4. 13 and 8-qt. at 

36 6 each, net. 








Prices Firm 


LAMPS AND LANTERNS.—Demand 
in a retail way is beginning to decline 
with the return of longer daylight 
hours. Dealers are getting ready for 
the outers’ demands for gasoline lamps 
and lanters. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. win Cities: Long or _ short 
globe tubular lanterns, No. 2, $13 
doz.; No. L327 Coleman ianterns, 
; No. L427, $6; No. C329 lamps, 
; No. C318, $7; No. C317, $7.40 
net. 


LAWN MOWERS.—Dealers’ stocks are 
being forwarded. Prospects are good 
for trade in this line. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Philadelphia 
a7) A and C, 45 per cent; Style 


K, 40 per cent, Riverside ball-bear- 
ing 14-in., $7.90; 16-in., $8.15 and 18- 
in., $8.45 each, net. 


MILK CANS.—Jobbers are looking for 
a good trade in this line this season. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Railroad 5-gal. 
milk cans at $2.65 each, net. 


NAILS.—Dealers are beginning to fill 
in their stocks to meet the expected de- 
mand with resumption of building. 
Prices are steady as last quoted. 


We geass from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails at $3.15 per keg, base, and 
cement coated wire nails in 100-lb. 
kegs at $3.15 per keg, base. 


OIL HEATERS.—Call is nominal at 
this time. Stocks are well assorted, 
with L seg unchanged. 


“_-~ from jobbers’ stocks, 
win Cities: Nesco Perfect 
oil heaters, No. 12, $5.50; No. 15, 
$7.00; No. 016, $8, 25; No. 0190, 
0.50; No. 151, $7. 50; No. 0161, 
3 iB: "No. 0191, $11. 00; No. 505 Giant, 
STL 95: No. 605, $12.75 "each, with dis- 
count in quantities less than ten, 30 
per cent; ten or more, 30-5 per cent. 


PAINTS AND WHITE LEAD.—Deal- 
ers are filling in their stocks for spring 
trade. Prices are firm as last quoted. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paint at $2.80 per gal., in 1 gal. cans, 
and white lead in 100 Ib. containers 
at $12.64 cwt., net. 


PUMPS.—Demand still is light in a re- 
tail way. Dealers are showing little 
interest in filling their stocks. Prices 
are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming, No. 440, 
plain spout windmill force pumps, 
6-in. stroke, $6.85; adjustable stroke, 
$7.50; No. 495 underground discharge 
windmill force, adjustable’ stroke, 
$14.35; No. 415, $14.65; No. 103, hand 
lift, 6-in. stroke, $14.25; No. 182 hand 


lift, 6-in. stroke, 6-ft., set length, 
$5.25 each, net, 
REGISTERS. — Demand is steady, 


though nominal at present. Prices have 
not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Cast iron regis- 
ters, 20 per cent, and wrought steel 
registers, 40 per cent from lists. 


ROPE.—Sales show a steady call, with 
stocks well filled. Prices have not 
changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade manila 
rope at 25c. lb., base, and best grade 
sisal rope at 18c. Ib. base. 


Reading matter continued on page 112 
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Better Store Equipment 
for less money 


The new method of building Duluth Self-Serve 
Equipment from fabricated wood and steel parts is 
again the biggest improvement in hardware store 


equipment in yeats. 
It gives approximately 20% morte display with 


greater storage capacity and costs less money. 


New Catalog Ready 


The new catalog giving full details is ready. Send for your 


copy today. 
DULUTH SHOW CASE CoO. 
New York Office General Offices Chicago Office 
101 Park Ave. DULUTH, MINN. 180 N. Wabash Ave. 




















enemas DULL LUTH 








112 


SCREEN DOORS AND WINDOWS.— 
Dealers are showing interest in this 
line. Opening prices are given below. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Common 2-8 x 6-8 
screen doors, $1.58; and fancy 2-8 x 
6-8 screen doors, $1.97 each; Sher- 
wood adjustable 24-in. window 
screens, $6.20; and Wabash extension 
24-in. screens, $5.00 per doz, net. 
SCREWS.—Demand shows a slight in- 
crease. Stocks are being rounded out 
for spring business. Price on flat head 
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bright wood screws is slightly higher. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Fiat head bright 
wood screws at 80-20 per cent; flat 
head, japanned, 72%-10 per cent; 
round head blued, 77%-10 per -cent; 
flat head, brass, 77%-10 per cent; 
round head, brass, 75-10 per cent 
from lists. 


WHEELBARROWS.—Dealers are fill- 
ing in their stocks in preparation for 
spring trade. Demand still has not 


started to any extent. 


We quote from jobbers’ stocks, 
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f.o.b. Twin Cities: Queen “B,”’ fully 
bolted barrel type tray wheelbar- 
rows, $40.00; Meteor, fully bolted, 
$36.50 doz.; No. 2T tubular, $7.33; 
No. 1 garden, $4.00 and No. 1G Ameri- 
can garden, $6.25 each, net. 


WIRE CLOTH.—Dealers are receiving 
their spring stocks in this line in some 
instances. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Black painted wire 
cloth, 12 x 12 mesh, $1.70 and Alu- 
mina, 12 x 12 mesh, $2.10 per 100 
ft., net, base. 





Twenty-fourth Annual Convention of New England Hardware Association 


plained the advantages and effect of mod- 
ernized stores. 

S. H. Thompson, Lowell, Mass., said 
sometimes fixtures are too fine and may 
distract a normal interest in merchandise. 
He urged dealers to consider local require- 
ments and conditions when planning store 
layouts. 

Sid Robinson, Hudson, Mass., gave a 
few pointers on wall cases, display stands 
and tables. John Auberchon, Fitchburg, 
Mass., talking about open display tables 
discounted the seriousness of thefts which 
might result. 

In answer to a direct question from Mr. 
Osborne, Charles J. Heale, HARDWARE 
AGE, expressed the opinion that 1927 would 
be a tough year for storekeepers, but that 
real merchants who studied modern mer- 
chandising trends, read their trade papers, 
adopted convention suggestions, and en- 
deavored to render their communities a 





(Continued from page 86) 


definite service would find ample oppor- 
tunity for profitable selling this year. Mr. 
Heale also commented on the importance 
and value of specialties in hardware stores, 
citing a few outstanding examples of hard- 
ware merchants who had made great 
strides by adding toys, electrical goods, 
sporting goods and special hardware lines. 

Dan O’Connell, hardware retailer, said 
he believed 1927 would be a _ healthy 
year. 

The convention ended with a most suc- 
cessful and enjoyable banquet held Thurs- 
day night in the ballroom of the Copley- 
Plaza Hotel. Arthur C. Lamson, Marl- 
boro, Mass., N.R.H.A. director, again led 
the grand march, which preceded the after 
dinner dancing. He sure is the veteran 
and capable leader. Dr. Henry H. Crane, 
a preacher from Malden, Mass., delivered 
an inspiring address on New England, its 
virtues, its fine people and its dominant 





favor of Atlas products. 


road spikes. 


tomers. 
you get the weight. 


corresponding difference. 
Make the comparison. 


ardized. 


AN TRICKS FA 


When you buy Tacks or Small Nails 
by weight you should know that there 
is often a difference of from 10 to 30 
per cent in the count per pound in 


Properly designed tacks are more 
expensive to make than miniature rail- 
Do not let yourself be 
cheated or assist in cheating your cus- 


When you buy by count see that 
There is often a 


Every product of the Atlas Tack 
Corporation has been scientifically 
designed for its purpose and stand- 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 


The Saw Test 
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position in the founding of this country. 
Several vaudeville acts followed Dr. 
Crane’s address, then came the dancing un- 
til midnight. R. M. Sanders, Boston, was 
chairman of the banquet and ball commit- 
tee and was assisted by Walter Vaughn, 
Boston; C. G. Taylor, Newport, Vt.; W. 
R. Peterson, Nashua, N. H., and F. E. 
Carlisle, Springfield, Mass. 

Directors elected for three years are C. 
C. Kerlew, Woonsocket, R. I.; Ralph Bar- 
ber, Boston, Mass.; Willard S. Alderman, 
Springfield, Mass.; and Frank R. Smith, 
Leominster, Mass. Other directors remain- 
ing in office are Robert Russell, Holyoke, 
Mass.; F. E. Mason, Boston; R. M. San- 
ders, Boston; and L. E. Jacobs, Auburn, 
Me., for two more years, and Dennison 
Cowles, Brattleboro, Vt.; H. A. Dunning, 
Westerly, R. I.; A. L. Hammar, Nashua, 
N. H., and A. Donald Weston, Mechanic 
Falls, Me. 
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vor LOCK 
It is guaranteed burglar- 
doubl Fee 7 sells with- 
out effort. 


Francis Keil & Son, Inc. 
401-425 E. 163rd St., New York 
1876—A Half Century of Progrese——19236 
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Lamson Erects New Building 


(Continued from page 72) 


hardware stores all over the country have been rear- 
ranged with Mr. Lamson’s establishment as the pattern. 
Mr. Lamson, a few months ago purchased the Burke 
building. 

“Mr. Lamson became director of the Peoples National 
Bank in 1912 and vice-president in 1917. He has been 
a decidedly helpful man in the community. No call has 
been made upon him for service that remained unan- 
swered. 

‘He was president of the Board of Trade for several 
years and whether in office or out of office was a hard 
worker for the advancement of the town. In June, 
1910, he was chief marshal of the 250th anniversary 
parade—the greatest parade and celebration that has ever 
occurred in this city. 

“Mr. Lamson is known all over the country as a lead- 
ing man in the business which he carries on. He is a 
director of the National Retail Hardware Association 
and was president of the New England Hardware Deal- 
ers Association. 

“Mr. Lamson served as adjutant in the Sixth Regi- 
ment when General Parsons was in command and was 
prominent in the military circles of the State for years. 
In fact, his every effort was followed by success. He is 
a member of many societies. He has been prominent 
in Unitarian church circles for years. He married Miss 
Nellie W. Joslin, daughter of Judge and Mrs. J. T. 
Joslin of Hudson. They have one daughter, Miss 
Marion Lamson. Mr. Lamson belongs to many fraternal 
and social organizations, the Masonic bodies, Elks, 
Grange and others.” 





Why Not a Juvenile Department? 


OR some time past the sales research department of 

the Frank F. Taylor Company of Norwood, Ohio, 
manufacturers of Taylor-Tot and other juvenile prod- 
ucts, have been fostering among their dealers the idea 
of departmentalizing juvenile products. To this end 
they have gathered interesting facts and figures which 
have proved conclusively that by this method dealers can 
greatly increase the sale of the juvenile products which 
they handle. 

The company has gone so far as to establish such de- 
partments for dealers in several stores throughout the 
country, closely checking the results obtained. These re- 
sults have been so gratifying that the company is now 
working on plans that will enable dealers to work out the 
departmental plan of merchandising juvenile products. 

Lack of space and the crowded condition of most 
stores has naturally tended to make some dealers hesitate 
to take advantage of the greater sales opportunities that 
the departmental idea affords, but the company has been 
able to largely overcome this disadvantage by working 
out a plan whereby a juvenile department can be set up 
in any dealer’s store by a simple arrangement of stock 
and without sacrifice of space. 

The Taylor idea of departmentalizing is based on the 
fact that there are 2,500,000 babies born each year, that 
there are 35,000,000 children under 15 years of age in 
this country today and that nearly everyone who comes 
into the store is directly or indirectly interested in some 
child. This company feels that if dealers would put all 
the merchandise selling to the juvenile market into one 
compact display, making one person responsible for it, 
the sales and profits would show a material increase. 
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Your Guarantee of 
Mop Stick Quality 








LOOK FOR THE ARCADE LABEL! 


To the ultimate consumer, quality and service 
counts. That is why the demand for the Gem Line 
of Arcade Mop Sticks has constantly increased. 
That, too, is the reason why you can handle this line 
at a profit. Satisfied customers bring many new 
and repeat sales. The line includes many styles 
and sizes for use in home, store and public build- 
ings. The Arcade label is your guarantee of re- 
liable merchandise. 






























Built for Service— 
Every Stick 
a Gem 


No. 0 GEM 
MOP STICK 


The No. 0 Gem Mop Stick is 
a most popular style for home 
use, and has proved a rapid 
seller. It is sturdily con- 
structed, yet light in weight 
for the convenience of house- 
hold users. An all steel head 
is an outstanding feature that 
will appeal to your customers. 
Examine the following fea- 
tures from a sales and quality 
standpoint. You will find real 
dollar for dollar value. 
—all metal parts made of 
steel, heavily coppered. 
——popular style for home use. 
—light in weight, but sturdy 
construction. 
~--48 


inch waxed hard wood 
handle. 


—will hold any thickness of 
cloth without adjustment. 


‘Write us 
for catalog. Ask 
your jobber for prices 


Arcade Manufacturing Co. 
Freeport, Illinois 


ARCADE 


HARDWARE 
and ‘Torys 
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Current Business Continues to 
Improve—-Spring Lines Active 
in New York Wholesale Market 


YURRENT business in the New York wholesale hardware mar- 
ket continues to show improvement as announced a week ago 


in this column. 


Jobbers are reporting a more satisfying volume. 


An active demand for spring goods is evident, especially on 


orders for delivery during April. 


Most factors are confident in 


predicting a satisfactory volume of spring and summer business. 
Manufacturers have advanced the price on sash cords two cents 


per pound. 





Collections and credits are reported fair. 


ED 


Prices Withdrawn on Some 


Builders’ Hardware [tems 


Prices have been withdrawn on some 
builders’ hardware items, and it is re- 


ported that an advance of approxi- | 


mately 10 per cent will be announced 
shortly on these items. Further data 
and new prices will be announced in 
an early issue. 


Manila Rope Advances 1, 
Cent—Sisal Unchanged 


New York distributors announce an 
advance of % cent on manila rope. 
Sisal prices are unchanged. Prices to 
retailers, f.o.b. New York, 
March-April period are: Manila, first 
grade, 25 cents; second grade, 25 cents, 
and third grade, 21 cents. 


New Discount on O-Cedar 
Produets Announced 





for the | 


— 


Effective March 1 jobbers’ discounts 
to dealers on O-Cedar products has been | 


announced as 33 1/3 per cent discount 


off list. 


—— 


Screw Prices Reported 


Firm in New York Market | 


A light demand for screws continues 
in the New York wholesale hardware 
market. Adequate stocks are reported 
on hand, and prices show no changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Discounts on wood screws: Iron 


Bright, Flat Head, 75 per cent: Iron 
stright, Round and Oval Head, 72% 
per cent; Iron _Blued, Round Head, 


7244 per cent; Brass, Flat Head, 72% 
per cent; Brass, Round and Oval 
Head, 70 per cent. 

These discounts apply 
list of June 24, 1922. 

EX TRAS—20-10-10-10-5 per cent, 


Light Demand for Wire 
Cloth in New York 


Although New York jobbers report 
ample stocks of wire cloth on hand, a 
temporary decline in the demand for 
these products continues. Prices con- 
tinue to show some fluctuations: 


to revised 














JOBBERS' gag tag. TO RE- 
TAILERS, F.O.B. NEW YORK: 

Wire Cloth. —Black, 12 mesh, $1.80 
to $1.85 per 100 sq. ft.; galvanized, 14 
mesh, $2.45 per 100 sq. ft.; copper, 
14 mesh, $4.80 to $4.90 per 100 sq. ft.; 
16 mesh, $5.30 per 100 sq. ft.: golden 
bronze, 14 mesh, $5.35 to $5.40 per 
100 sq. ft.; 16 mesh, $5.80 to $5.85 
per 100 sq. ft.; dark bronze, 14 mesh, 
$5.50 to $5.55 per 100 sq. ft.; 16 mesh, 
$5.95 to $6 per 100 sq. ft. 

Poultry Netting. — From store, 50 
and 5 off list of Sept. 19, 1926; from* 
factory, 5714 off same list. 





Spring Garden Tools and 
Equipment Very Active 


An increasing demand for spring 
garden tools and equipment is reported 
by jobbers throughout the New York 
wholesale hardware market area. As 
announced in last week’s issue, we pub- 
lish below a full list, giving jobbers’ 
prices to retailers on important items 
in this line. 

JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F.O.B. NEW YORK: 

Garden Hoes 


Black finish, 7 in. steel blade, solid 


shank, 4% ft. ash handle, 49c. each. 
Same with 6 in. blade, bronze finish, 
80%4c. each; and with 7 in. blade, 
bronze finish, 81144c. each. 

Ladies garden hoes, 5 in. forged 
steel blade, solid shank, 4 ft. handle, 
63c. each. 


forged steel blade, 19 
and bronze socket 
handle, 91% c. each. 
Nursery hoes, forged steel blade, 
polished and bronzed, solid shank, 
4% ft. handle (ash), 7 in. blade, 80c. 


Meadow hoes, 
gage, polished 
shank, 4% ft. 


each, 

Onion hoe, square top, polished 
forged steel blade, 7 x 1% in. bronze 
finish, 4% ft. handle, 80c. to S88c. 
each, 

Garden hoes are packed 12 in a 
bundle. 

Warren type hoes, 95e. to $1.13 
each. Schuffle type hoes, 89c. each. 


Mortar Hoes 


Polished forged steel blade, bronze 
finish, solid shank, 6 ft. ash handle, 
9 in. blade, $1.15 each. Same with 
2 holes and 10 in. polished steel 
blade, $1.15 each. 

Mortar hoes are packed 12 
bundle. 


in a 


Steel Rakes 


weight, black finish, ash 
12 teeth, 4514c. each: with 14 


Light 
handle, 


at 50c,. each; with 16 teeth, 5414 ec. 
each. 

Medium bronze finish, straight 
teeth, 5% ft. ash handle, 12 teeth. 
63c. to 75% c. each; 14 teeth. 69l4c. to 
82c. each; 16 teeth, 47c. to 86%c. each. 


Steel bow rakes, curved teeth, pol- 
ished bronze head, 5% ft. ash handle, 








March 10, 1927 


16 sees. $1.071%4 each; with 14 teeth, 
$1 ea 
cakes packed 6 in a bundle. 


Cultivators 


Floral cultivator, adjustable 3 
forged steel prongs, malleable iron 
socket, enamel finish, 4 ft., ash han- 
dles, 59c. each; same with 5 forged 
steel adjustable prongs and 4% ft. 
ash handle, 84%4c. each. 

Packed 6 in a bundle. 


Potato Hooks 
Solid steel, goose neck, black and 
gold finish, 4% ft. handle, 5 
tines, $1.01 each. Same, with bent 
head, polished and bronze finish, 4 
angular back tines, 94%c each. 
These are packed 12 in a bundle, 


Manure Forks 


Strapped ferrules, oval drop forged 
tines, selected D ash handles, 4-12 
in. tines, bronze finish, $1.53%4, each. 
Same, 5-12%4 in. tines, $1.8614 each. 

Strapped ferrules, steel capped, 
drop forged oval tines, polished and 
bronzed with 4 ft. ash handles, 4-12 
in. tines, $1.34 each. Same with 5-13 
in. tines, $1.52 each. 

Heavy mill or street forks, strapped 
ferrules, bronze finish, wood D han- 
dle, with 4 oval 15 in. heavy tines, 
$2.20 each. All of these manure 
forks are packed 6 in a bundle. 


Hay Forks 


Strapped ferrule, selected ash han- 
dles, bronzed and polished, 3 oval 12 
in. drop forged tines, with 5 ft. bent 
handle, $1.13% each and with 6 ft. 
bent handle, $1.37 each. 

Hay forks are packed 12 
bundle. 


in a 





Lawn Fence and Ornamental 
Gates Continue in Demand 


Calls for lawn fence and ornamental 
gates continue to increase, according 
to factors in the metropolitan whole- 
sale hardware market. A number of 
orders are being booked for April de- 
livery. Ample stocks are reported on 
hand, and prices are uniform. 


JOBBERS’ QUOTATIONS bb RE- 
TAILERS, F.O.B. NEW YOR 

Flower Bed Guards.—16 in., $8.18 
por roll; 22 in., $9.66 per roll. (165 
t.) 

Lawn Fence.—Single, 36 in., $11.88 
per roll; 42 in., $13.37 per roll; 48 in., 
$14.85 per roll. (165 ft.) 

Lawn Fence.—Double, 36 in., $16.34 
per roll; 42 in., $17.82 per roll; 48 in., 


$20.80 per roll. (165 ft.) 
Ornamental Gates.— 


Single Opening Each Net 

36 in. 3 ft. $3.00 

42 in. 3 ft. 3.12 

48 in. 3 ft. 3.24 

36 in. 3% ft 3.12 

42 in. 316 ft. 3.24 

48 in. 31ly ft. 3.40 
Double Opening Each Net 

36 in. 8 ft. $6.95 

42 in. & ft. 7.10 

48 in. 8 ft. 7.20 

36 in. 10 ft. 8.15 

42 in. 10 ft, 8.30 

48 in. 10 ft. 8.40 


Continued Activity Noted 
for Lawn Rollers 


New York hardware jobbers report 
an increasing demand for water-weight 
lawn rollers. Stocks are adequate, and 
prices show no changes. 

JOBBERS’ QUOTATIONS TO RE. 

TAILERS, F.0.B. NEW YORK: 

Waterweight lawn rollers, No. 2, 

$9 each; No. 4, . 70 each; No. 5, 


s**.3 D each: No. , $15. 35 each: No. 
$17. 35 each. 


Reading matter continued on page 116 
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Bathroom Fixtures 
WA 


__ & Will Not Require Rep! 
bt ot Require Replacement 
iii iil m si 1 be 
| P i a. iis a Every dealer can truthfully tell customers that 
Me i) ue { RINGCS Bathroom Fixtures will never require re- 
| ee ee ch Pp 4 placement because of rust or wear. They are 
cl i "4 made of SOLID BRASS, either heavily nickel- 
sala ss i. plated or with enamel finish. 
ih iO 
Think what this No Replacement feature means 
in effecting a sale. More than 300 attractive de- 
signs are illustrated and described in our latest 


catalog. 





Over A copy will be sent on request. 
300 . 
hie: AMERICAN RING COMPANY 
& Waterbury Connecticut 
to 
Select BRANCH OFFICES: 
From New York, 2 Hudson St. Boston, 170 Summer St. 
San Francisco, 116 New Montgomery St. Chicago, 29 E. Madison St. 





Perfect 


BU eA 






Mt 





The “Home Town” Customer 


The Smiths, Browns, Joneses—about every 
family in your town knows him. hs 


A word from him means a whole lot, especially Int fi"is Av i! 
when that word is “Perfect” and the product is | WIRE CU. 
Screen Wire Cloth. | , 


0 CEE 


Because every home his family visits and every NIka LiTE 
family that visits his home usually bring up the | 3 
subject of screens. 


They just can’t help advertising “Perfect”— 
their Windows, Doors and Porches are all screened 
with it. One tells another. 


Keep supplied through your jobber. 


ARUN LULA HATTA 


LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. 


AAT 
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New Features 
For New Profits 


Sem, Fire Extinguisher advertising in 23 
representative magazines of national cir- 
culation is sending customers into the 
stores for 


The 





Gott FIRE 
EXTINGUISHING LIQUID 


Why not cash in on this demand? 


Get your share of Mey Fire Extin- 
guisher business by keeping these 
extinguishers displayed out in front. 


You can make your tie-up with Sugg 
Fire Extinguisher national adver- 
tising more effective by putting Bugg 
Fire Extinguisher dealer helps towork 
for you— a Sew Fire Extinguisher 
display tells its own sales story. 


Sim Fire Extinguisher advertising 
is continually selling the consumer 
—is backing you up. Dealers have always 
made money selling Gag Fire Extinguishers— 
and always will. They are favored for their 
dependability. Their new features mean new 
profits. Every home and automobile owner is 


a prospect. 
A Gout FIRE 
EXTINGUISHER DISPLAY 
Tells Its Own Sales Story 


A Grene Fire Extinguisher sales representative 
or your Jobber’s salesmen will gladly explain 
how these improvements have made a good 
extinguisher better. 


Order Now Through Your Jobber 


PYRENE MANUFACTURING CO. 
NEWARK, N. J. 
“*Fortify for Fire Fighting”’ 








Buying 
(Continued from page 71) 


I know one instance where a certain manufacturer 
called on a large jobber and, for some reason, quoted a 
very low price on a staple line of goods. The buyer of this 
jobber was a man of many years’ experience in buying. 
He was wise. He placed a large contract with this manu- 
facturer, but he did not buy all of his goods from him. He 
bought with the understanding that he would take over 
this manufacturer’s surplus stock, but this special price 
was not to be quoted to anyone else. Then, when other 
manufacturers making the same line called, this buyer 
did not turn them down, but placed a part of his busi- 
ness with them, even at a higher price. This wise buyer 
knew very well that if he passed up these other manu- 
facturers ; if he told them that their prices were not right, 
they would have cut their prices. They would have met 
the price he was receiving and, at the same time, they 
would have gone to all of his competitors and given them 
the benefit of the same cut price. 

:. 2 

I actually know of a certain case where a ioblbng 
house was paid by a group of manufacturers a consider- 
able sum of money to buy all of their goods from a 
price-cutter. This one jobber, by taking the entire 
output of this price-cutter, took his goods off the market. 
Having sold his output, this manufacturer went home, 
did not attempt to sell anyone else and so did not 
demoralize the entire market. This manufacturer, how- 
ever, did not know the buyer of this jobber, in addi- 
tion to receiving an inside price from him, also received 
a bonus in the form of a check at the end of the year 
from the other manufacturers. This jobber put the 
extra profit on this deal in his pocket. 

* * x 


Then, in buying, some buyers think only about the 
price. When the matter of ‘price is arranged, they cease 
their efforts. Thesz buyers do not realize that very 
often, when a manufacturer will not cut his fixed price, 
he will make other concessions. it is sometimes pos- 
sible to induce him to give an exua-long dating, or he 
may deliver the goods or he may make a higher fre*ht 


allowance. 
os * * 


Of course I know that manufacturers object to pay- 
ing for jobbers’ catalogs, but still, I have known shrewd 
buyers to persuade manufacturers to pay a good, round 
sum to have their goods represented in the salesmen’s 
catalogs with color pages or with an extra number of 
illustrations. To me, it has always been a source of 
wonder that manufacturers did not make it a point to 
study how their goods were shown in jobbers’ catalogs. 
Hundreds of jobbers’ salesmen sell goods daily from 
their catalogs. The manner in which a manufacturer’s 
goods is illustrated in these catalogs has much weight 
with retail buyers. Every manufacturer should make 
it a point to check up the catalog of every customer and 
see how his goods are represented. I have always be- 
lieved it a good investment for a manufacturer, even 
when it is necessary for him to pay the jobber an extra 
sum, to have his goods properly presented in the job- 
ber’s catalog. | 


a ¢ 


Then, there are other ways of obtaining concessions. 
I know one buyer, who, when every other means had 
failed, would say to the manufacturer—“Last year, we 
sold 5000 dozen of your product. Now, suppose we 
increase our sales the coming year. What bonus will you 
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pay us per dozen for the increased business?” I have 
known many manufacturers who would not change their 
fixed prices but who would pay a bonus in some form 
for an increased volume of sales. I have also known 
buyers to persuade manufacturers to give them a certain 
allowance for advertising. Manufacturers now and then 
will also agree to offer a commission on their lines to be 
paid the jobber’s salesman. All these various points are 
taken up and thrashed out by shrewd buyers. 
a 


One of the most discouraging things in selling the 


retail trade, when a salesman is trying to treat his cus- 
tomers fairly, that is, not to overstock them, is where 
a retailer who has bought a line of goods in moderate 
quantities and finds the line sells very well, before the 
return of the salesman who took the order in small 
quantities, when he runs out of the goods, buys a part 
of the line from some other jobber or some manufac- 
turer. So, on his shelves, instead of having a complete 
line under one brand, he will have two brands. In fact, 
it is my opinion, from the standpoint of the salesman, 
that it is one of the greatest weaknesses of the retail 
trade that they do not stick to their lines. Whenever 
I go into a retail hardware store, I glance over the 
shelves and almost invariably, I find a great mixture of 
brands—several brands of saws, several brands of 
hatchets. Several brands of hammers, etc. This always 
makes a very bad impression upon me because I am 
convinced that it is to the interest of retailers as well as 
jobbers to decide on the brand they consider the best 
value and then stick to that brand. It certainly does 
not create a favorable impression upon their customers to 
be offered an article of the same kind under a different 
brand every time they call. 
x * x 


How about selling new goods? It is frequently diff- 
cult to get jobbers and retailers to stock new lines. It is 
of course a common thing for the buyer to say—‘We 
have never had a call for this article. When a business 
is established, when we have calls, we will stock it.” 
Now, it has always seemed to me that it is the function, 
not only of the jobber, but of the retailer, to introduce 
new goods that have merit. It is not necessary to buy 
such goods in large quantities but, as distributors, job- 
bers and retailers should be willing to take at least a 
reasonable chance on some of the new lines. I have 
often suggested to retail merchants that they have a 
show-case in the front part of their store—a separate case 
from their regular line of cases—labeled: “NEW 
GOODS,” and that in this case they display new Yankee 
notions and tools and other items of hardware as they 
come out. I have persuaded many retail dealers to adopt 
this plan and they have found their show-case of new 
goods has proved to be quite profitable. Mechanics who 
make their living with tools are always interested in 
new tools. Even if they only examine them without 
buying, it is not a bad advertisement for the hardware 
store. The reputation of displaying new goods just as 
soon as they are put on the market is a pretty good repu- 
tation for any retail hardware store to enjoy. 

x * x 


In the course of business, there are times when a well- 
posted, shrewd buyer can pick up great bargains. I re- 
member when The Remington Arms Company closed out 
their entire stock of hammer shotguns. I came east with 
the buyer of our house and we placed one flat order with 
them for $500,000 worth of shotguns. This is probably 
the largest single order for shotguns that was ever placed 
in the world. We bought the goods at a special price. 
We sold them to the trade at a special price. We sold the 
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Keeps 


New! 


Restores 





used cars! 


This new polish has been prepared 
especially for the care of Duco and 
lacquer finishes. It is not an oil polish. 
Contains no alkali, grits, acids nor oil. 


It beautifies and gives the finish a last- 
ing lustre, as nothing else can. It is 
year ’round protection against travel 
and weather wear: Used on new cars 
it maintains that gleaming show room 
appearance every car owner desires. It 
restores the original lustre of used cars. 
Unlike many other preparations it is 
easy to apply. And its convenience is 
a revelation. After the first application 
mud splashes and dust can be removed 
by rubbing with a soft cloth without 
the slightest injury to the finest finish. 


JOBBERS AND DEALERS 


There’s a neat profit to be made on every con- 
tainer you sell—and it’s the kind of product that 
goes mighty fast as soon as you give it display 
space. Write at once for attractive discounts. 


Victor’s Peerless Auto Gloss Co. 


515 Merchants Exchange Building 
ST. LOUIS, MO. 


New Cars 


the lustre of 
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For Your Spring 
“Clean Up” Business 


Display the UNION ALL-PURPOSE BAS- 
KET in a prominent place alongside your 
Spring Garden Tools for the next three months 
and “‘Clean up” good profits. 


Finished in Green Enamel or (Galvanized. 
Made in 3 sizes: 


No. 1 All-Purpose Basket, 18%” high...... 16%” diam. 
No. 2 All-Purpose Basket, 24” ss eie 18” diam. 
No. 3 All-Purpose Basket, 28” ae 20” diam. 


We also make a UNION Collapsible Rubbish Burner 
of Closely Woven Mesh that folds up flat for Ship- 
ping and requires minimum storage space. 

Prices low in comparison to quality and durability. 
Have vou received our New No. 427 Catalogue? 


Union Steel Products Co. 
Albion, Michigan, U. S. A. 
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entire trade at one price. We never cut our selling price 
on these guns one cent in any quantity to any buyer. We 
cleaned up the entire lot in one order. It was not only a 
profitable deal for us, but it stimulated our entire sporting 
goods business at the time. 

I shall never forget, when our buyer and I left the 
office of The Remington Arms Company on Broadway, 
just after we had signed our names on the dotted line of a 
contract to take all these shotguns in one year, how old 
Mr. Marcellus Hartley, who was then living, said to me— 
“Young man, I am afraid you have bitten off more than 


you can chew!” 
* * * 


In another instance, I remember a cutlery factory de- 
cided to go out of business and we bought their entire 
stock. We never mixed the goods with our regular lines. 
We gave our salesmen separate sample rolls of these 
goods. This purchase was very profitable, both to our 
retail customers and to our house. 

x ok x 


Once, when I was in Denver, a large retail hardware 
store, dealing mainly in builders’ hardware and tools, 
failed. The stock went into the hands of a receiver. There 
was danger of its being dumped on the local market. I 
hought the entire stock at fifty cents on the dollar and 
closed it out to the other retail hardware dealers in Den- 
ver. The stock was completely absorbed and a de- 
moralization of local trade was prevented. Incidentally, 
my house made a very fair profit on the transaction. 

In selling this stock, I took the notes of each dealer for 
his purchases. The whole transaction was kept out of our 
regular accounts. The rule I adopted in selling was that 
if a dealer desired to buy a certain line, he had to buy the 
entire line. In other words, if he wished files, he had to 
buy all the files. This prevented my being stuck with 
odds and ends. 

It may also be interesting to know that I first visited 
all my customers in Denver and told them of my plans. 
Next, we had a meeting of the buyers.in the store. Their 
names were written on a piece of paper and put in a hat. 
These names were drawn out, one after the other, and 
recorded in a book. Then the store was closed and each 
dealer was allowed to come in his turn, agcordingyto his 
number, and pick out what he wanted. We did not play 
favorites and the entire trade of Denver were delighted. 
to have this stock got off the market without demoral- 
izing the retail business, as would have happened if the 
receiver had continued the store and sold to consumers at 
cut prices. This incident took place at a time of great 
depression in Denver, when no merchant could besfound 
who would purchase the entire stock 11 a Jump and con- 


tinue the business. 
* * * 


No, never for one moment imagine that a special price 
will be held confidential. Hence, therefore and conse- 
quently, the lowest price quoted immediately becomes the 


market. 
x * * 


Some day, I am going to write an article about buyers 
IT have known who are charter members of the Ananias 
Club. I will describe their assortment of lies. No, it is 
not necessary to lie to be a good buyer. Several of the 
best and closest buyers I have ever known—men who got 
everything possible for their houses in buying—vwere ab- 
solutely dependable and truthful. Great buying, as well 
as great selling, is based on confidence. Nothing in the 
long run in business, either in buying or selling, is per- 
manent and satisfactory unless it is based on the principle 
of the Golden Rule, but human nature never changes. 
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“The Blade With the Reputation” 
Makers Since 1883 
CLEMSON BROS., INC. 


Middletown, 





Assortment No. 1100 








New York 





Makes You 


SOCKET WRENCH 
HEADQUARTERS 


With this carefully selected 
Walden- Worcester Assort- 
ment on your counter, your 
trade soon learns that you 
can supply any needed socket, 
handle or attachment. The 
Cabinet offers a convenient 
and attractive medium for 
the display of the stock. 

In a word, an investment 
of only $54 makes your store 
Socket Wrench “Headquar- 
ters.” 

No. 1100 Assortment of 113 Parts, 

including 75 CHROME NICKEL 

Steel Sockets for Hex and Square 

nuts; Speeders, Offsets, Tees. 

Ratchets, Connectors, Universal 

Joints, Extensions, etc. Graded in 

proportion to demand. All parts 


interchangeable. Net price, in- 
cluding all-steel cabinet, $54. 


Write ua for name of the Walden- 
Worcester jobber and for Socket 
Wrench Catalog No. 50. 


STEVENS WALDEN-WORCESTER, INC. 


Mfrs. of Walden-Worcester Wrenches 
and Stevens “Speed-Up’’ Tools 


Worcester, Mass. 


STEVENS-WALDEN- WORCESTER 
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Casement Windows "stay put with 


e Ww ~ 
é \\\« 
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Ye Monarch 
Control Lock 


—,and it creates sales that “‘stay put”’ too. 


“ty, 





, a greatest profit comes from the sale of 
products that stay sold,—products that do 
not require an endless amount of service. 


The Monarch Control Lock is gaining favor every day, 
with dealers everywhere, because a sale is a sale, not 
the beginning of a seriesof service callsthateat up profits. 


Nothing toget outof order—no pins, gears or ratchets. 
Silent and positive in action and simple in construction. 
The only Control Lock on the market that locks posi- 
tively and securely on the extreme end of the operator, 
right on the sash. Wind pressure cannot break the hard- 
ware as there is no leverage on the operator. That's 
why users like it. 


Contractors and builders like it because more per hour 
can be installed, which lowers labor costs. No special 
frame construction necéssary. It comes completely 
assembled, packed in individual containers, ready for 
installation. Furnished in a variety of finishes. 


zs ——=2, 
The MONARCH Automatic Stay 


_ 












for in or out-swinging casement wind- 
ows, wood or steel, transomsor pivotal 
windows where locking feature is not 
needed. Not necessary to take apart 
to make adjustments or install. Fric- 
tion increased or decreased by slight 
1 turn of outer tube. Furnished in any 
finish desired. 





td 
Write or Wire Now 


There is a complete line of Monarch Casement Hardware built 
and guaranteed by a factory with more than 20 years experience. 
If you are not familiar with Monarch products and the Monarch 
Profit-making Proposition for Building Hardware Merchants you 
owe it to yourself to get the facts now—before the building 
season starts. 


MONARCH METAL PRODUCTS CO. 
4961 Penrose St. St. Louis Mo. 


Makers of the famous 
< Monarch Interlocking Self-adjustring Weatherstrip y, 
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Five Thousand Lines Exhibited at Twelfth 
_ Annual New York Toy Fair 


American manufacturers have wrought great change in type of 
toys since capturing the market. 


New York Toy Fair, which opened on Feb. 3 and 

closes March 12, will be larger this year than ever 
before. Exhibits are being shown at the following 
places: 

Fifth Avenue Building, Madison Square and Twenty- 
third Street ; Hotel Breslin, Broadway and Twenty-ninth 
Street; Hotel Imperial, Broadway and Thirty-second 
Street; Bush Terminal Sales Building, 130 West Forty- 
second Street, and at individual buildings and offices 
around Union Square. 

According to reports made public by the Toy Fair 
Chamber of Commerce, more than 25,000 buyers have 
visited the show to place orders for next year’s toys. 
At least half of the 1927 Christmas toy orders were 
placed during the month of February. Approximately 
500 manufacturers of toys in America and abroad have 
their wares and products on display. The chamber lists 
more than 800 large jobbers’ display rooms from the 
battery to the Bronx, where new toy models are on dis- 
play. In the large hotels mentioned above whole suits 
are given over to toy displays. 

That a great change has come over Toyland since the 
American manufacturers took this business over from 
their sentimental foreign brethren there can be no doubt. 
It takes but a trip through any of the display rooms to 
feel the full force of the new trend in the toy world. 

Virtually all the big strides in toy making have come 
in the field of mechanical toys. The demand for this 
type of toy constantly increases, jobbers tell you. Nearly 
the entire manufacturers’ output of last year was ex- 
hausted several days before Christmas. 

Speed, cleverness, mirth and frequently noise are essen- 
tials of the successful toy. But the foundation of every 
American child’s collection of toys must be wheels. From 
infancy when he gets his first little scooter, through the 
stage of tricycle, automobile and roller skates, the Ameri- 
can child remains on wheels. 
erable. And this applies to the modern little girl almost 
as much as to her brother. She, too, must have her auto- 
mobile and her scooter. 

Next to the strides made in the manufacture of vehi- 
cles of various kinds are the small and inexpensive me- 


Brew reports thus far available the Twelfth Annual 


Without wheels he is mis- _ 


chanical toys with which the city child may play on the 
apartment house floor, for the big sales in the larger 
vehicles go to the prosperous homes in the small towns 
or to wealthy families who live in the country. At one 
time it was thought no American manufacturer could 
rival the Germans and Swiss in turning out clever 
mechanical toys. But that day is past. American manu- 
facturers now have airplanes, automobiles, trucks—every 
imaginable kind of contraption—which will wind up and 
perform in a way that one would scarcely imagine pos- 
sible ten years ago. 

While trains are still the toy de luxe, according to 
the average small boy’s notion, taxis, trolleys, Fifth 
Avenue buses and “L’s” are close rivals. These toys 
must be exact duplicates of the real thing. When the 
yellow taxi first became popular in Chicago, one manu- 
facturer sold a whole carload of toy taxis in less than a 
week. The demand couldn’t be supplied. Every time 
a new taxi becomes popular in the cities, childhood de- 
mands precisely that kind of taxi and no other. One 
manufacturer, stuck with red taxis on his hands, had them 
all repainted yellow, with good results. The Luxor taxi 
is now in demand. 

Many of the new toys are distinctly educational. For 
instance, there are devices for building toy skyscrapers, 
with everything from the foundations up. There are 
even cranes, steam shovels, pile drivers and sand loaders 
that work like the real thing. 

In the line of carpenters’ tools, more complete outfits 
are to be had than ever before. There are also a num- 
ber of electrically operated engines for those who do 
not mind big electricity bills. 

Probably no greater strides have been made in Toy- 
land than in the manufacture of dolls. The modern 
miss insists that her doll have individuality. The dolls 
with unusually expressive faces, rather than the sugary 
sweet doll of other days, are popular. It must look like 
a real human being. There are miniature electric perco- 
lators, hot plates, stoves, ice boxes—everything that 
mother herself has, or would like to have. The little 
girl, apparently, still is interested in housekeeping, par- 
ticularly if it gives her an opportunity to cook a bit and 
serve tea. 
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LUCENTI 
Screen & Storm Sash 


HANGER 


Made of heavy gal- 
vanized wire with a 
32” offset, to take 
care of screens made 
of 7%” stock to fit on 
Standard 11%” win- 
dow frames. 

Extra eves can be 
furnished without off- 
set for 1%” storm 
sash. 





James Lucenti 


15 Horton Ave., New Rochelle, N.Y. 
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IVER JOHNSON 
EVERYDAY SELLERS 


BICYCLES 
VELOCIPEDES 
JUNIORCYCLES 
REVOLVERS 
SHOT GUNS 


Send for Catalogue and Prices. 


MAKE EVERY DAY COUNT 


Iver Johnson’s Arms & Cycle Works, Fitchburg, Mass. 
New York: 151 Chambers St. Chicago: 108 W. Lake St. 
San Francisco: 717 Market St. 

















Rustproof Mailbox 
A Big Spring Seller 


One thing most of your customers will 
want to aid them in their spring clean- 
ups is a new mailbox. Sell them this 
Rustproof one. which they’ve seen adver- 
tised in Good Housekeeping Magazine. 
They know all about it and realize that 
it is better than the unknown varieties. 
It stays bright and new looking year in 
and year out. 


This Rustproof Mailbox is part of the 
famous ‘‘Fulton Line’ of household hard- 
ware. All are equally good _ sellers. 
Write for prices and complete information. 


PATENT NOVELTY CO., Inc. 
Fulton, Il. 








Paine Star Drills 


Extremely Tough and Hard 
Carefully Tempered Have Plenty of Clearance 
UNQUALIFIEDLY GUARANTEED 
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They will not clog nor stick. 
Four lengths 8”—12”—18”—24” 
any diameter from 4” to 1%” 
All carried in Stock 
Shipments prompt. Prices very attractive. 
Send for Literature and Prices 


THE PAINE COMPANY 
2951 Carroll Ave. Chicago, IIl. 











~ GREEN’S 


Improved 


STOCK BOXES 


For the convenient hand- 
ling of shelf hardware. 
A strong, attractive box 
at low cost. 

Made in an _ assortment 
of sizes to fit every hard- 
ware need. 





Write for NEW Illustrated Price List 


THE GREEN CO., 250 W. 57th St., N. Y. 





Tools LAPPERS BOLT cy) Tools 
in Sy es in 
< 4 Three 


Six , 
Sizes BNUT Sein erg Styles 






Runa. nL. ¥.S* 


If you want Good Tools look for this Trade Mark. The 
tool steel Jaws are firmly clamped between steel Plates. Scien- 
tific Leverage allows tremendous cutting power without great 
muscular effort. Adjustment of cutting Jaws provided for 
by two Set Screws closely duplicated by other manufacturers. 
These Tools are Handy, Time Savers and Money Makers. 


If your Jobber cannot supply you, write us for Literature 
and Prices. 


CAROLUS MFG. CO., Sterling, IIl. 


Sales Representatives—Surpless, Dunn & Co. 


NEW YORK, CHICAGO 

















Soldering 
and 
Tinning Flux 


Rubyfluid is endorsed by 
manufacturers and mechanics 
Will N t who have used it for over 
l O eighteen years. It is used in 
large quantities by some of 
Corrode the country’s largest manu- 
facturing a 
Why? Because it does not 
Metals corrode metals, is easy to use, 
and is very economical. Send 
for a sample and prices. 


RUBY CHEMICAL CO. 


67 McDowell Street, Columbus, Ohio 











ACME cee cream rreezer 









Sell ACME Freezers, and you can satisfy 
every customer’s freezer need. Four hand- 
some, all-metal models—gearless, durable, 
perfect in design, perfect in 
results. 2-qt. Bright Galv., 
$1.00; 2-qt. and 4-qt. Enam. 
Galv., $1.25 and $2.25; Pint 
ACME Jr., 60c. 




















the § minute 
ice cream 


114944) 
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2880 Line 


These Cast 
Bronze Padlocks 
are very artistic- 
ally made from 
Cast bronze met- 
al, machined out 
to receive an all 
rust proof mecha- 
nism. The shackle 
is of wrought 
bronze, drop 
forged to create 
more strength, 
durability and 
better appear- 
ance. Made in ten 
sizes from % 
inch to 3 inches. 
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ire not made 
from castings, but 
from solid bars 
of extruded brass, 
machined out to 
receive mechan- 
‘sm. They are 
made in ten dif- 
‘erent sizes from 
8 of an inch to 
2% inches. 


Their worth is 
proven by their 
consistent satis- 
factory perform- 
ance at all times 
and under all 
conditions. 








2970 Line 


\ Cast Tron 
Padlock for 
innumerable 
uses. Fin- 
ished in rust 
proof Bower- 
Barff, nickel 
plated pan- 
els, heavy 
steel nickel 
plated shack- 
le. Warded 
mechanism. 
Size 2% in. 
A strong, 
sturdy lock, 
priced to sell 
quickly. 


Write today for circulars describing our line 
of Padlocks, Automobile Locks, Cabinet Locks, 
Trunk, Suitcase Locks and Trimmings, Mis- 
cellaneous Hardware, Keys and Key Blanks, 
Apartment House Letter Boxes and Home 


Saving Banks. 


CORBIN CABINET LOCK CO. 


Tue AMERICAN HARDWARE CORPORATION 


Successor 


NEW BRITAIN, CONN.,, U.S.A. 


NEW YORK 


CHICAGO 


PHILADELPHIA 
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Demand Increases 








Every Year 


This year we were obliged to increase our capacity 
by adding a 140-foot, two-story addition to our 
factory, which was already the largest in the world 
manufacturing hand sprayers and planters exclu- 
sively. 

Equipped with the most modern machinery, our 
capacity is now doubled, insuring prompt service, 
adherence to our well-known ACME standard of 
quality, and attractive prices to the dealer. 


Grow with the Acme Line 


Farmers and_ growers, 
everywhere, know and re- 
4 spect ACME hand spray- 
Pers, atomizers, dusters, 
corn and potato planters. 

| There is a practical style — 
for every locality, every use, built in the most work- 
manlike manner of carefully selected materials. Our 
national advertising says to the consumer: “If it 
isn’t all right, bring it back.’”” ACME tools sell easier, 
bring you increased business. 

Buy your complete line of sprayers and planters from one house— 
insist on ACME. Sold by reliable jobbers everywhere. 





— 


Write for our new complete catalog and infor- 
mation on our splendid line of dealer helps. 





Potato Implement Co. 


Dept. 11 





Traverse City, Michigan 
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urface Hinges for every 
purpose-embodying that 
high quality and beauty 
ot finish that only lon 
experience and skill- 
ed craftsmanship can 
produce # # # # 





Manufacturing Co 


ERIE, PENNSYLVANIA 
yanch Offices__, 


45 WARREN ST. NEW YORK 
74 W. LAKE ST. CHICAGO 
28 BINFORD ST. BOSTON 
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Writing Its Own 


Advertisements 


CLOVER Sandpaper is writing its 
own advertisements. The news flies: 
“CLOVER Sandpaper does the work.” 
The “Does” is the reason so many Car- 
penters, Woodworkers, Mechanics, and 
Home Owners are using it. 


CLOVER Sandpaper smoothes rough 
surfaces rapidly. Customers like it. It 
stands the rub. Hard flint, strong glue, 
tough paper—that’s “CLOVER.” 

Attractively packaged with the grit 
number in plain sight. It’s sure to be 
SEEN on your shelves by every cus- 
tomer. 

Send for SAMPLES. 


CLOVER MFG. CO. 
110 Main St., Norwalk, Conn., U. S. A. 


The Largest and Oldest Manufacturers 
of Abrasive Compound in the World 


Clover Dealers Get Clover Business Service 
Free 


Handsomely Decorated Ream Package 


Two Color Box Package 


or 
for Display Purposes Bulk Consumers 





_— 


ll tl i 





CLOVER MFG. COMPANY 

110 Main St., Norwalk, Conn., U. S. A. 
Gentlemen: Please send us Samples of CLOVER 
Sandpaper and refer us to nearest Jobber. 


SIPC OTOP ORT OCR TLL 


Dealer’s 


Address 
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—Every Farm needs a long ladder 


\ 
\ 

















We pay the Freight 
W.W. BABCOCK CO. 
Bath New York. 
eet heme 


1 re amen 
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“a better wire cloth” 


BUFFALO, 





BUFFALO WIRE WORKS CO. 


MADE IN 


U. Ss. A. 



























518 Terrace 


A “‘BUFFALO” on a Yellow Tag 


is your wire cloth guarantee 


For fifty-eight years the “Buffalo” on a yellow tag has been 
synonymous with strength, durability and accuracy—the dis- 
tinguishing features of “Buffalo” QUALITY Wire Cloth. 


To be sure of the best, be sure of the “Buffalo.” He’s there to 
protect you against cheaper imitations. Experienced buyers of 
wire cloth cannot be fooled. They know there can be no 
“Buffalo” QUALITY without the “Buffalo” Tag. 


Standard Galvanized Hardware Grade and Special Galvanized 
Hardware Grade—two leaders of the “Buffalo” Wire line. 


Write for Catalog No. 8-AB, mailed gratis. 


_ BUFFALO WIRE WORKS CO., INC. 


(Formerly Scheelers’ Sons) Est. 1869 


Buffalo, N. Y. 
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Glass Department 
is no respecter 
of seasons 


EASONAL goods make a big splurge dur- 
S ing the few hectic weeks at the start of 
the season—then sales rapidly peter out until 
it becomes necessary to mark ’em down and 
finally haul the goods to the store room at the 
risk of becoming shop worn. Of course some 
seasonal merchandise is necessary but the 
hardware merchants who show a big profit 
on their books put their faith in staples. 


% BEST 9" 


Hundreds have turned toa glass department 
for a steady source of income. Considering 
the many uses of glass—windows, pictures, 
table tops, greenhouses, etc.—you can earn 
a profit often. Then also consider that glass 
sales lead to sales in other lines too—paint, 
hammer, putty, nails, etc. All in all, a glass 
department, occupying little space is a big 
factor in an up-to-date store. 

Choose only “The BEST Glass” for your 
stock. Every grade is dependable for quality 
and superior in quality to the grade of the 
same marking manufactured by others. 


SOLD AND DISTRIBUTED BY LEAD- 
ING JOBBERS IN THE PRINCIPAL 
CITIES OF THE UNITED STATES. 
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Get acquainted with 








SIX in ONE 
Clothes Hook 


Unequalled for closet space economy. 
Each Dacor Hook, only six inches long, 
holds six suit or dress hangers com- 
pactly without crowding or danger of 
slipping off. A set of three Dacor Hooks 
equip the average closet. Stamped of 
steel with nickel finish, Dacor is packed 

three to the box complete / 
with screws. 








Rapid Turn-Over 


Altho a new item, Dacor is 
not a specialty. Evérywhere 
home owners, builders and 
architects are demanding this 
new equipment that enlarges 
the capacity of the small 
closet and affords a neatness 
heretofore unknown. 
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Write today for full information 
and discounts, or send an initial 
order subject to return if un- 
satisfactory. 


2 
2 








A few territories open for distribu- 
tors and jobbers. 


arr 


DACOR Division 
Davis Tool & 


Engineering Co. 
6525 Epworth Blvd., Detroit, Mich. 


MAIL THIS COUPON 


— oa Ok eS oe a Oe a ee ee oe a ee ee me 
DAVIS TOOL & ENG. CO. 

Detroit, Mich. 

Kindly send full information and sample DACOR. 
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Olive-Knuckle 
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IT’S NEW—IT’S 
DIFFERENT 
ITS A 


REAL BUSINESS 
BUILDER 









The Knuckle of the Hinge is a copy 
of the popular French “Olive-Knuckle” 
Hinge which sold at about $3.50 per 
We offer this Hinge in 


iron (malleable) at a price which makes 






pair in iron. 







its use possible in competition with ordi- 






nary butts. Supplied in Malleable Iron, 






Brass or Bronze Metal. 









Friction Stay 


When applied to 
Doors, Hinged Win- 
dows swinging in, or 
Transoms, holds them 
open in any desired 
position, or when 
closed absolutely pre- 
vents rattling. 
Designed on the 
principle of a multiple 
disc clutch, with six 
friction surfaces one 
inch in diameter; fric- 
tion adjustable. 
upon request, 


THE OSCAR C. RIXSON CO. 
4450 CARROLL AVE. CHICAGO, ILLINOIS 
NEW YORK OFFICE, 101 PARK AVE., N. Y. 
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TAPLIN 
EGG BEATER 


Handsome in appear- 
ance, this Taplin double 
dasher center drive egg 


veater has great popular- 
itv and a successful sale. 
It has Taplin workman- 
ship with 30 years egg 
beater manufacturing ex- 
perience behind it. 


The iron frame, gear 
and pinions are accurately 
cast and hold their shape 
permanently. The beater 
runs true and remains in 
perfect adjustment. It is 
rust proof. 


Write for literature. 





The Taplin Mfg. Co. 


New Britain, Conn. 





TAPLIN No. 477 














Applied to Shelf or LOCKS 
Overlapping Door. 





Showing 


Mortised. 





Applied to Rabbeted 


Door 


OPENS 


the Rite 
Strike 


ited market. 


door opens, 
































Dealers everywhere are finding 


Push Catches Real 
Profit-Makers because they have 
a universal appeal to an unlim- 


Slight pressure on button and 
gentle push and 
door is securely latched. 


Your Jobber Will Supply You 
Manufactured by 


Rite Hardware Company 
125 W. Washington St. 
Los Angeles, Calif. 








Better 
Machine Screws 


for the 


Hardware Trade 


HARVEY HUBBELL= 


MACHINE SCREWS 
CONN. U.S.A." 
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370 ATLANTIC AVE., 





THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


RUBBER GOODS AND 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 





SPECIALTIES 


BOSTON, MASS. 
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TWO LONDON PATTERNS 


No. 116 5 inches wide. 
No. 112 5% inches wide. 





W. ROSE Tools 


Crucible steel, 
accurately treated. 
For sale by all wholesale houses. 
Selling Agents 


WIEBUSCH & HILGER, Ltd. 
110 Lafayette St., New York 


WM. ROSE AND BROS. 
Sharon Hill, Pa. 











T TYROD 5 


stimonials’ Yo. 


“T have been 
a carpenter for 
over forty years 

























—and I have used 
all kinds of ham- 
mers. But I think 
you have the best 
hammer 
market.” 
what H. C. Leer. 
sey, of Burlington, 
J., says about 
Tyrod hammers. 
Old-timers are 
fast joining the 
ranks of Tyrod 
and new ones 





are following in their 
footsteps. Tyrod is a ham- 
mer of selling features—the 
steel backbone and double 
dovetailed hickory handle 
can’t be duplicated. 


Tyrod tools offer you a great sales 
opportunity. Write today for de- 
scriptive folder, giving the facts, and 
price list. 


AMERICAN HAMMER CORP. 
715 East 138th St.. N. Y. 

WESTERN SALES OFFICE: | 
615 W. Washington St» Los Angeles, Cal. 


City 
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This is the you saw at the 
remarkable Philadelphia 
profit making Hardware Show 
apparatus 


HIS practical device enables the most inexperienced 
person to make extremely attractive and professional 
looking signs in a quick and efficient manner. 


The STENCILOR is used and endorsed by progressive | 
merchants everywhere, who have found it indispensable in | 
It cuts sign-costs to the | 


the daily routine of business. 
minimum and pays for itself in a short time. 


Signs made on the STENCILOR have sales-attraction and | 


goods well displayed are half sold. 


Write for our illustrated folder and samples of cards made on this | 
device. 


DISPLAY MATERIAL COMPANY 
774 Grand Ave., ST. PAUL, MINNESOTA 


Eastern Agents: DISPLAY MATERIAL CO., 191 Pearl St., 
New York, N. Y. 
DISPLAY CARD COMPANY LTD.., 


Canadian Agents: Brockville, Ont. 
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in your drill business. 
lrills 
cannot be 





customer. 


‘Yankee’ Hand Drill Demonstrator 


Lets customer operate these two interesting “Yankee” Hand Drills for 
himself, as in use. Shows him how Ratchet Movements on No. 

peree on No. 1435 will solve his drilling prob- 

lems. Hand Drills can be sold to Electricians, Motorists, Metal Two speeds and lock. Slow speed 

\ Workers, Carpenters and Householders. They interest men back geared, giving greater power. 

\ of every calling and profession—also boys. 


Most representative jobbers have stock and can ship at 


Three jaw chuck for round 
drills. Capacity 4”. 


The Market Is Growing Fast 


This Demonstrator on your counter starts them buying. 
It is FREE with your order for four Drills. 
The quantity of drills has been kept down to an absolute 


Wing minimum. 
once. An order now will bring you an immediate increase 


ous drilling in close quarters. 





shank 





Famous Double Ratchet for continu- 
Five 


adjustments—one speed. Three jaw 


removed by NORTH BROS. MFG. CO., Philadelphia, pes — shank drills. 


Ca- 








Show a Coes 
to the Man Who 
Knows Tool Quality 


If he isn’t already familiar 
with this old friend of 
mechanics everywhere, he 
will certainly want to become 
acquainted. His first glance 
will tell him the story of Coes 
Quality, Stamina, and Value. 
If he really wants a good 
wrench, he will sell himself 
the Coes. 


The Coes _ Knife-Handle 
Wrench, illustrated, is made 
in sizes from 6” to 21”. Your 
Jobber will keep you supplied. 





COES WRENCH CO. 


“In Business Since 1841” 





Worcester Mass. 

SELLING AGENTS 
3. G. Geeeeea = Ge Gp... woes 29 Murray Street, New York 
JOHN H. GRAHAM & CO...113 Chambers Street, New York 
FENWICK FRERES......... 8 Rue de Rocroy, Paris, France 











Y 


FOR 64 YEARS A NAME REPRESENTING 


Quality and 
Service 


GW 


Bolts of All Styles—Nuts— 
Rivets — Washers — Wagon 
Hardware—Pole Line Ma- 
terial—Track Bolts—Track 
Tools—Car Forgings. 


GALVANIZED or PLAIN 


GW 
OLIVER IRON AND STEEL CORP. 
Pittsburgh, Pa. 


\ 








Do you realize that no one factor 
will draw people to your store like 
attractive window displays of sea- 
sonable merchandise? 


Hardware Age is continually re- 
producing such window displays— 
its representatives are always on 
the lookout for new ideas. 





Good Window Displays 


And many dealers who require 
their own copy of Hardware Age 
find it highly profitable to subscribe 
to extra copies for their sales 
force. 


The cost, $3.00 per year, is re- 
turned over and over in better win- 
dows and increased trade. 


Hardware Age, 239 West 39th Street, New York City 


























March 10, 1927 


HARDWARE AGE 





You Need "Em 








Anchor Brand Clothes Wringers 


We Have ’Em 


Send us your orders 


LOVELL MANUFACTURING CO. 


W orld’s Largest Manufacturers of Clothes Wringers 


Erie, Pa. 














sme! to Get 


* Out Your 


Demonstrator 


















Screen Door 
Time Starts 


Sales! 


(;*! your Rose 
Screen Door 
Check demonstrator 
out on the counter ; 
and be ready for the early business. If you didn’t 
have this demonstrator last year, get one now. It 
comes to you free, with an order for only a dozen 
checks! It shows the Rose way of quick, silent 
screen door closing—and sure gets the sales. The 
Rose Check holds screen doors tightly closed. Sells 
readily for old screen doors, but you’ll always sell 
one with . new screen or a = of screen wire. Re- 
tails at only $2.00—with a splen- 

did profit for you. Write us or Ask Your Jobber! 


FRANK ROSE MFG. CO., HASTINGS, NEBRASKA 


SCREEN 








The Importance of Sharpening 
Your Customers’ Lawn Mowers 


Many times’ people 
send dull lawn mowers 
to parties who ruin 
them by improper 
sharpening. 


Why not service the 
lawn mowers you sell 
by sharpening them on 
our Hand or Power 
IDEAL LAWN- 
MOWER SHARP- 
ENERS. 





The Only Machine that Will Grind the Reel 

Knives to Fit the Straight Blade 
when this blade or stationary bar becomes sprung 
or bent. Our machine will sharpen a lawn mower 
perfectly in ten to fifteen minutes and is so simple 
a boy can operate it. There’s a good profit for you 
as the usual charge is from $1.50 to $2.00. We guar- 
antee satisfaction. 


Write for Prices and Full Particulars 


THE FATE-ROOT-HEATH Co. 
PLYMOUTH, OHIO 








Protection 


In our ILCO No. 202 
Night Latch the Bolt 
and In- 
side Knob 
are dead- 
locked when key is turned once backwards. 
Bolt cannot be forced back or 
. lock opened from inside by the 
x % knob. This Patented Feature 
makes many sales. Can also be 
used as ordinary night latch. 
Send for New Catalog No. 7. 


(i) INDEPENDENTIOCKCO.( 


Fitchburg, Mass., U. 8S. 
Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass 

















I Knob Sets, Key Blanks, Auto Switch Keys and Hardware Specialties 


Send for special introductory offer on 
this fast selling, nationally advertised 


line. Address 


The Libbey Glass Manufacturing Co. 
TOLEDO, OHIO 


Vlo-nik 


SAFEDGE GLASSWARE 
The patented edge prevents chipping 











129 








Oe 


130 HARDWARE AGE March 10, 1927 








FORSTNER BITS 


THE PROGRESSIVE MFG. CO. 





The Forstner Labor-Saving Auger Bit, unlike other bits, is guided by its Circular Rim instead of its center, consequently it will bore any 
arc of a circle and can be guided in any direction regar of grain or knots, leaving a true polished surface. It is preferable and more 
expeditious than chisel, gouge, scroll saw, or lathe tool combined for core- 
boxes, fine and delicate patterns, veneers, screen work, scalloping, fancy 
scroll twist columns, newels, ribbon moulding and mortising, etc. 





One of the Most Remarkable Tools for Wood 
Working Ever Invented for Brace and Machine 


TORRINGTON, CONN., U.S. A. 











(0 


Osborne High Grade Punches 


Belt Punches Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
Tools 


The above tools will please your customers, as well as ur 
famous Round and Oval Punches. 

Remember we have had one hundred years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make. Try us. 

Write for wy 
Cc. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 

















The imposing, nation-wide list of jobbers handling A-P 

lines is staunch proof of the fact that Allith- Prouty leads 

in Garage Door Hardware, Door Hangers, Overhead Car- 

stare, Fire Door Hardware, Rolling Ladders, Spring 
inges. 


Keep an A-F catalog handy It will help close many 


money-making hardware jobs Write for your copy 
today and name of nearest A-P jobber. 


ALLITH-PROUTY COMPANY 


DANVILLE, ILLINOIS 








(Patented April 21, 1925) 








KEYSTONE AUTO “SOC-KIT” 


Seven different size sockets, socket screw driver and 


8 in. hex. steel handle—all in neat preseed case of 
heavy gauge nickel plated steel. Ready seller to > oun 
mechanics and car car owners. 

“Keystone quality.” Write for Discounts. 


The Keystone Manufacturing Co. 
Buffalo, N. Y. 


Sales Representatives—Surpless, Dunn & Coe. 
New York Chicage 
















ALLEN Safety Set Screws 


30% Extra Strength over broached hollow screws 
—the only other kind made By a tented 
process we increase the density of e steel 
around the socket-holes, so that even the smaller 
sizes will stand all the strain the best made 
wrench can apply The Allen process makes 
deep, perfectly rmed socket-holes—no chips in 

the bottom. The entire length of the ALL N is 
emg either for solid metal at the point or depth of socket 
for the wrench. All sizes in stock from to 1% in.; any 
length, point or thread. Also Socket-Head Cap Screws, Tap 
Extensions and Socket Wrench Sets. Dealers: Write for 
catalogue and sales proposition. 


The ALLEN MFG. CO. tartrorb,“Conn: 














American Steel & Wire 


BARBED: Eliwood Glidden, Am. 
Waukegan, ~_ Rortost, Ellwood Junior a Special, 
ae FENCES RF , Hot * Gaiv'd Nails. 
mttonal, U. 5, Mentor Prant American, Royal, Anthon 
BANNER STEEL POSTS. - ner. Steel Gates. 


CONCRETE REINFORCEMENT. 
+ Ld ~- * or brands. 
U. 8. Steel Products Co. 


WIRE for weery RE 
WiR San Francisco, Los Angeles, 
Portland, Seattle 


Quick Delivery. Write us for selling plans. 


Company 
Chicago, New York. Bostes 
Denver, Birmingham, Dallas 




















Kitch-n-lint 


THE NEW FINISH 


Chi-Namel Product 


Spreads easier than paint. Finishes with a 
beautiful hard enamel gloss for every sur- 
face. w: hapa or woodw: 


THE OHIO V ARNISH COMPANY 


CE me ee Oe ee ee PHEIO 





Cultivate Cutlery 


The keen dealer realizes clean-cut 





profits from his cutlery stock. A pleas- 


ing portion of his income is cut from his 
knife sales. 


Whet your knowledge on the Harp- 
WARE AGE grindstone. Profit by the cut- 
lery articles. 
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FOR SALE 


Remington Arms Co., Inc., 
of Delaware 
(Controlling Remington Cash Register Co.) 


72% First Preferred 
8% Second Preferred 
Common Stock 


We have to offer the above securities. Recent legal 
settlements awarded full rights to the Remington 
Company on their cash register. Prospects for 
these securities are attractive. 


Ruberoid Company 
of New York 
Capital Stock 


The Company has had a very exceptional dividend 
record having paid dividends every year since 1889. 
In some years as high as 20% has been paid. The 
capital stock is the only security of this company. 


Charles E. Doyle & Company 
Investment Securities 


49 Wall Street New York 














Q 
BRIDGEPORT. CONN. 


WOOD SCREWS 


Rivets Roofing Nails Scratch Brush Wire 





THE BRIDGEPORT SCREW CO. 
Bridgeport, Conn., U. S. A. 


Representatives: 


George E. Quigley, Detroit 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
G. M. Baird & Co., Memphis, Tenn. 








Hardware Age Verified List 


OF WHOLESALERS AND RETAILERS 


CONTENTS 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 


Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc.. 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5c, 10c and 25c Syndicate Stores carrying hardware in the 
United States and Canada. 

Department Stores carrying hardware and housefurnish 
ings in the United States. 

Manufacturers’ Agents in United States, Canada and 
Foreign Countries. 


Automobile Accessories Jobbers. 
Mill, Steam, Mine and Machinery Supplies Dealers. 
Export Merchants handling hardware and kindred lines 
Sporting Goods Wholesalers. 
, Mail Order Houses handling hardware and housefurnish 
ngs. 
Woodenware and Willow-ware Wholesalers. 
Paint, Oil and Varnish Jobbers. 
Radio and Electrical Goods Jobbers. 
Plumbers and Tinners Supplies Jobbers. 
Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is indis 
pensable in economic direct-by-mail promotion work and also a 
helpful guide for salesmen’s calls. ery sales manager should 
have one on his desk, and every salesman could profitably carry 
a copy in his grip. Since the previous issue was published there 
have been more than 10,000 additions and corrections, and these 
all appear in the current edition. 


Hardware Wholesalers find Verified LIAet of great value in 
‘checking’ their retasl prospect records. 


$12.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 

















Show More, Sell More! 


i ee 
A oe oat 4 

As® ag 4 
ea . 
on 

¢ 


« 


SS 


Carrick Hardware Co. are increasing their sales by using Heller Equipment 


Take the pictures out of the mail order catalog and 
they won’t do any business. 

Your display of the original article is more appeal- 
ing than any picture that may be had. 

A Heller man can show you how to get an increase 
of from 50 to 100% if you will follow his simple, 
inexpensive tried-out plan. It won’t cost a cent to 
talk to him. Just mail coupon TODAY. 


toi td: 


Kindly have your man call. I would like to increase my knowledge 
of Merchandising Hardware. 


a Oe CL RE eps a OO Ep eee | ee Eo ae a RS eR 
3/10/27 
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Expansive Bits of All Kinds 








The Conn Valley Mfg. Co., Centerbrook, Conn., U. S. A. 





Robertson “Horseshoe Magnet” Hammers 


Permanent magnet which holds ) - 
the tack in position for driv- SF 10) ae 
ing. Awarded the Silver Medal oa 
. wenost offered) at the Panama-Pacific Exposition. 
profit. 
Name and design trade marks registered U. 8. Pat. Off. 


ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 











CcCorRREeCcT orROP 

mm sy FORGEO 

nunen a I exEsteo 
“The Toots in Lhe Paid Bor” 

AMERICAN SAW & MFG. CO. SPRINGFIELD. MASS. 


HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 


a screw “TFS NOX” orivers 








Send for our illustrated Catalog ef 


Granite Cutting Tools 
Trow & Holden Co., Barre, Vt. 








<> DROP FORGED 
‘9 WRENCHES 










Catalog B-23. 


ARMSTRONG BROS. TOOL Co. 


3814 N. Francisco Ave., Chicago, IIl., 


Designed and proportioned to give stiff- 
ness and tensile strength. Made accurately 
and uniform in machining and finish. Send for 


S. A. 


STRATTON = 2 gnamelea in 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Enameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 








Waste — Mops — Wicking 
Cleaning Cloths 


eee Cotton—Chemical Cottors 
otton Clotheslines 

Send for samples and prices 
MASSASOIT MANUFACTURING CO. 
Fall River, Mass. U. 8S. A. 
New York Offiee - - - ----+ +f 350 Broadway 
-—-2# 2-6 1898 West Madison St. 








PADLOCKS 


A Popular Priced Line. 
Write for Catalog and Prices. 


REESE PADLOCK CO., Lancaster, Penna. 








Makers of Every Kind 
of Screw, Nut and Bolt 





pan 


The Corbin Screw Corporation aa 
The American Hardware Corporation, Successor ee 
229 High Street New Britain, Conn. || 


Western Factory: Dayton, Ohic 








J. L. THOMSON MFG. CO. 
Waltham, Mass. 


Tubular and Bifurcated 


RIVETS 














Confidence in lifampin, Brand 


tailers and 500 jobbers who sell them. 
Consolidated Electric 
Lamp Co. 
DanVers, Mass. 


‘‘Lieensed under the General Blectric 
Company's Incandescent Lamp Patents.”’ 








Tungsten Lamps is shown by 20,000 re- 











BROWN © SHARPE 
K suelo) 
Made Best 
OU el aan Clk cm Golssleliaaumer lalir reales 


TRADE MARK ¢ atalog on request 


BROWN & SHARPE MFG. CO. Providence, R.1., U.S. A. 





5 FE Rs Rs PRs Rs Rs CRs RRs Rs CRs Os Rs Rs Rs Rs Rs ORs ORs Ok ks Rs 0 ss PR sR RR RR Rs Rs Rs Os OR Rs Rs Rs Rs Rs I 


DEALER AHOY! 


Summertime is boating time. Wander down by any beach. Stroll along the bank of any stream or 
the shore of any lake. The activity of the small boat owners is plainly evident. They’re scraping, scrap- 


ing, scraping or painting, painting, painting. 


The average water-side hardware man is content to sell them merely paint and varnish. Don’t 
let it go at that! They want ropes, anchors, fittings, chain, oars and numerous other items of marine 
hardware. A small stock of such material will prove a profit-maker. Moreover, it’s a line that is per- 
fectly stable. While the average car owner buys a new model every two or three years, the motor- 


boat owner “stands by” his craft much longer. 


They'll soon be “casting off,” these men who go “down to the sea in ships.” Are you helping 


make their vessels “seaworthy”? 


CPETPTTI TIT TIT FIFI I FFI FFT I FIF Tt ttt ¢¢¢¢¢¢¢t¢¢ ¢¢ 2 ¢¢¢¢2 
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re Per Set 


in Solid Brass 


Per Set 
i O;. patties ailiyaste! 
Steel 


SOLD ONLY THRU THE HARDWARE TRADE 


VINCENT WHITNEY OMPANY 
MANUFACTURERS VV HARDWARE WJ SPECIALTIES 


89 FEDERAL ST., 365 MARKET ST., 
BOSTON, MASS. 














SAN FRANCISCO, CAL. 











Timely Signs Start Sales 
Just as the 
heralds spring and 
attracts other birds, 
so do National win- 
dow and counter 
Signs attract custom- 
ers, start sales, and 
keep the cash reg- 
ister “Singing.” 














robin 


Cost is less 
than most deal- 
ers suppose. 
send .- tor 
older. 


NATIONAL SIGN STENCIL COMPANY 
Manufacturers of the NATIONAL SHOW CARD WRITER 
1602 University Avenue Saint Paul, Minnesota 











Attached in 3 Minutes—-No Cutting of Door 


To replace regular 
door knobs with our 
Knobby-Lock Night 
Latch it is unneces- 
sary to drill or cut 
door, no matter 
what thickness. 
Three minutes does 
the complete job 
and the 


Knobby-Lock Night Latch 


gives customers real Lock and Key protection 
cleverly concealed right in the door knob. Send 
trial order for % sets—they will move. 


ADVANCE MFG. CO. 
620 St. Antoine St., Detroit, Mich. 
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Electric Vacuum Lawn Mower Co., 


LAWN VAC 


NEW ELECTRIC LAWN MOWER 


Stockton, Cal, 





DISTRIBUTORS 
Lunt-Jilison Ce., Boston, Mass; Manchester, Conn. ; 
30 and 32 Barclay St., New Y vou, Be Ves ‘Star Machine S. op, (Germantown) 
Philadelphia, Pa.; The Davis- Hunt- Collister Co., Cleveland, 


Lawn Equipment Co., Detroit, Mich.;: C. E. Griener _ “indianapolis, ind’: 
M 800 North Clark St., Chicano, Ill. 


Stumpp and Walter Ce., 














asters Planter Co., 














MONARCH 
Safety Knife Sharpener 


Sharpens knives with Butcher Steel—the same steel that 
butchers and chefs use. No wheels or discs to jag the 
knife. Imparts a keen lasting edge. Women prefer 
the Monarch because it makes knife sharpening simple, 
safe and sure. 30,000 sald in one store in one year. 
De Luxe Model $1.50. Utility Model, $1.00. Junior 
Model, 75 cents. Restaurant Model, $5.00. For sale 
by leading jobbers. 


JAYWOOLF MFG. CO. 
512 Fifth Avenue, NEW YORK CITY 




















MIYER CUSHION 


Ls RE 
Insure perfect shelf service for any line of merchandise. 


pet tread steps, properly spaced, with convenient full 
handholds A both dina fi ladder permit mounting 
or yes with ease. Both hands free to remove or 
replace stock without danger of falling. Cushioned Tired 
Trolley and Truck Wheels. eliminate noise and prevent 
vibration. Erection as simple as A, B, C. Utilize 

4 small space. Make top shelves safely available Q ose c0. 

AND: 


ie . 0s & 3 
ASH ve OHIO: | 


1 om nen mae FE: m MYER 








































































: 
; 





134 HARDWARE AGE 


March 10, 1927 


Classified Opportunities _ 





Classified Advertising Rates 





Set Solid, Minimum of 5 lines... .$3.00 


Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 
BOXED DISPLAY RATES 


Opportunity Exchange Section ,. 2’ «ssveen ecveece 


Each additional inch 


Positions Wanted Advertisements 
. $5.00 50% off rates quoted 


povcccccccee 4.00 Address your advertisements and replies to 
Hardware Age, Classified Opper- 











Allow One Line for Keyed Address 


Each additional] line......... . a tunities, 239 West 39th St., New 
All Capitals, Minimum of 5 lines.. 4.00 Discounts for Classified Advertising York City 
Each additional line............ .80 4 insertions, 10% off; 8 insertions, 15% Hazpwags Acp is published each Thursday 
Average !0 words to a line off 


Remittance Must Accompany Order 








Forms close Ten Days previous to date of 
publication 








~ ——— 








BUSINESS OPPORTUNITIES 








WHAT HAVE YOU TO OFFER 


in a well established hardware store in the Central West? 
Must be located in an industrial city. Address Box H-462, 


care of HARDWARE AGE, New York. 














FOR SALE—Hardware business and stock consisting of hardware, tools, 
paints and household goods. Location 65 miles south of Chicago, town of 
20,000. Good opening for tin shop and farm implements. Reasonable 
rent with flat above store. Stock and fixtures will inventory about $7,000. 
ae yaaee for selling. Address Box H-447, care of Harpware AGE, 
New York. 





WILL SELL INTEREST AND TURN over management in high class 
hardware store in Pittsburgh district. I invite investigation and will give 
references of men you know and who know me. Location best in city— 
in own building. ly experienced men with about $20,000 need to corre- 
spond. Address Box H-436, care of Harpware AGe, New York. 





FOR SALE—Largest and oldest established Hardware Department 
store in one of the targest cities in the Middle West. Unusually profitable 
business. Owner retiring. Full information in strict confidence. Address 
The Feibel Bros. Realty Co., 118 South High Street, Columbus, Ohio. 





FOR SALE—Old established hardware business. Oliver Line of Plows 
and Implements; also Tin Shop in connection. Sell at invoice. Only 
hardware in town of 800. Address F. D. SPITLER & SON, Bloomville, 
Ohio. 





FOR SALE—Established hardware business in South Jersey; city of 
6,000. Fine opportunity for live man. Must sell account of health 
Address Box H-465, care of HArpware Ace, New York. 





FOR SALE—Four-drawer Electric National Cash Register, practically 
new, price $500.00. Reason for sale, we have gone out of the hardware 
business. Seymour Commercial Co., Seymour, Conn. 





SPLENDID OPPORTUNITY—Strictly jobbing hardware specialty 
business and stock for sale. Established 18 years; profitable. ated 
St. Louis, Mo. Low overhead. $7,500 cash will handle. Address Box 
H-460, care of Harpware Acre, New York. 


POSITIONS WANTED 








CATALOGUE COMPILER 


Experienced catalogue compiler desires position with reliable 
firm. Fourteen years experience with Jobber, three years 
with printer. Can furnish best of reference. Available 
after April ist. Address Box H-469, care of HARDWARE 
AGE, New York. 














YOUN MAN--Single, age 24. Employed for 6 years by manufacturers 
of Builders’ Hardware in office, factory and on road. Has successfully 
handled all classes of help. Has done employment, mninmcegias | and prac- 
tically all work connected with a manufacturing concern. esigned to 
become Manufacturers Representative, but does not like this occupation. 
Would like to conrect with a Christian concern in any branch of the 
hardware field: either manufacturing or distributing. Will start at the 
bottom. Willing to go anywhere. Address Box H-467, care of HARDWARE 
Ace, New York. : 





MARRIED MAN, executive ability. Experienced buyer hardware and 
other merchandising lines. General knowledge farm tools and machinery. 
Attorney. Want to conneet with going concern doing volume business. 
Specially fitted for branch manager, department manager, buyer, position 
of responsibility, where character, integrity, attention and wide acquaint- 
ance count. Address Box H-423, care of Harpware Ace, New York. 





EXECUTIVE WITH. RECORD of accomplishment, a sales producer, 
seeks connection with wholesale hardware house. Experience covers 25 
years’ shelf and heavy hardware and kindred lines. Past officer several 
associations. Age 45, married, at present with Florida wholesaler. Loca- 
tion immaterial. Address Box H-466, care of. HARpwWArE AGB, New York. 





POSITION WANTED—Man 33 years of age, married, desires posi- 
tion as manager or buyer for reputable store handling good line, me- 
chanics’ tools, shelf hardware and builders’ hardware; 12 years’ experi- 
ence, 5 years as buyer. A-1 references. State salary. Address Box H-457, 
care of HArpware Ace, New York. 





WANTED—By capable salesman, forty-five years old, single, who has 
considerable knowledge of general hardware an ints, position as travel- 
ing salesman or outside city salesman for manufacturer, importer, manu- 
facturers’ agent or jobber. Address Box H-429, care of Harpware 
Ace, New York. 





HELP WANTED 


EXPERT MAN for contract builders’ hardware in New York City. 
Must be able to thoroughly and accurately schedule and order hardware 





from architects’ plans and full size details. Preference for one not in- 
terested in selling. In answer give particulars as to your knowledge and 
experience in this work. Address Box H-463, care of ITarpware AGE, 


New York. 








EXPERIENCED HOUSEFURNISHING AND HARDWARE SALES. 
MAN WANTED. Write fully, stating qualifications, age, salary and 
references. Address M. STEISEL. Glen Cove, Long Island, N. Y. 





SALESMAN—Acquainted with Hardware Jobbers of Middle West, 
traveling from Chicago, handling long established staple article. State 


experience, age, references, salary expected. Address Box 7203-A, care of 
Harpware Ace, 1507 Otis Building, Chicago, III. 





TWO EXPERIENCED HARDWARE SAI.ESMEN for retail store in 
Westchester County. Steady position; good opportunity for right parties. 
ag “4g experience. Address Box H-428, care of Harpware AGE, 

ew York. 





MANAGER and salesman, retail hardware store in a city of two hun- 
dred thousand population in New York State. Give experience, references 
and previous salary obtained. Address Box H-448, care of HARDWARE 
Act, New York. 


INSIDE—27 years old, unmarried, six years’ experience in mine, mill 
and other hardware supplies. Know the business from the ground up. 
Want to make a change. Best of references. Address Box H-468, care 
of HarpwarE Acre, New York. 





MAN with over twenty years’ experience in the retail hardware busi- 
ness would like to connect with a manufacturing or wholesale firm. No 
objections to traveling. Address P. O. Box 161, Devon, Conn. 





SALES ACCOUNTS WANTED 


MANUFACTURERS’ REPRESENTATIVE selling hardware and auto- 
motive equipment jobbers in Southeast for ten years, wants lines of hard- 
ware and automotive specialties for jobbers and large dealers. Especially 
in hardware items for spring trade and tools. Address Box H-435, care 
of Harpware Ace, New York. 








SALES REPRESENTATIVES WANTED 








SALESMAN—Manufacturer of Internationally known goods requires 
men to do sales promotion work on a 50% commission basis to sell sev- 
eral new hardware and automotive tools to consumers, garages, hardware 
dealers, etc. Can easily earn $100.00 per week. One hundred dollars 
deposit required. Address Box H-440, care of Harpware Acz, New York. 
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SALES REPRESENTATIVES WANTED 





SALES REPRESENTATIVES WANTED 











White Porcelain Stove Leg Rests 
and 
INSA-LUTE adhesive Cement (liquid porce- 


lain) also used for painting on leaky furnaces. 


Side Line Salesmen Wanted 


Every stove needs these rests. Good commissions, 
repeat orders. Sold to manufacturers, jobbers 
and dealers. 


Technical Products Co., 


Pittsburgh, Pa. 








LARGE MANUFACTURER of SHEET METAL 


hardware and specialties is looking for sales representa- 
tives who cover the chain, department and novelty stores 
in their territories. Proven sales must be shown. Address 
Box H-461, care of HARDWARE AGE, New York. 














OLD ESTABLISHED MANUFACTURER of Ash and Garbage Cans 
and Pails is looking for representation in Western New York and Penn- 
sylvania, and in the States of Michigan, Wisconsin, Minnesota, Iowa, Ne- 
braska, Kansas, Missouri and Oklahoma. Reply in your own handwriting, 
giving age, experience, territory covered, trade references and concerns 
now represented. G opportunity for producers. Address Box H-446, 
care of Harpware AcE, New York. 





MANUFACTURERS of high grade line of Builders Hardware inter- 
ested in representation in unoccupied territories. Write fully present and 
past connections, territory acquainted with, lines handled, etc. Commis- 
sion basis. A real connection for a producer. Address Box H-437, care 
of Harpware Ace, New York. 








WANTED—Sales Agent with established following calling on larger 
retail hardware trade in Metropolitan New York and also New York 
State to handle on commission basis a line of forged mechanics’ tools of 
recognized high quality already well known to the trade. State present 
lines carried. Address Box H-459, care of HArpwaAre Ace, New York. 





WANTED—Sales representatives calling on hardware jobbers, hardware 
dealers, and screen manufacturers to sell a new and most practical screen 
hanger. In answering state territory covered. NORWICH SPECIALTY 
COMPANY, 1147 Seward Ave., Detroit, Mich. 





SALESMAN WANTED—Valuable territories open. Attractive proposi- 
tion for side line salesman calling on hardware and factory trade, to 
represent quality dry cell battery line. Opportunity for right man. 


THE COMET COMPANY, Dept. B, 5100 Superior Ave., Cleveland, Ohio. 








SALESMEN WANTED—We want several high grade salesmen to sell 
mops and sash cord, two of our biggest specialties, direct to retailers. 
Full time or side line. Sales run to big totals; liberal commission. Sev- 
eral of our best territories available. Write at once McNULTY PAPER 
& TWINE CORP., 537 W. Chicago Avenue, Chicago, Ill. 





WANTED—DISTRICT SALESMEN FOR GOOD SIDE LINE. Re- 
sponsible manufacturer of hardware specialties has attractive side-line 
proposition to offer good commission salesmen calling on retail hardware 
trade. State exact territory you are now covering. Address Box H-453, 
care of HARDWARE AGE, New York. 





SALESMAN 
Good 
Address Box H-464, care of HARDWARE 


SAFE MANUFACTURER WANTS HARDWARE 


calling on the trade in the South to handle Safes as a side line. 
proposition for the right man. 
Ace, New York. 





TO SELL quality line of automobile and hardware specialties to jobbers 
and large dealers. Give complete information concerning yourself with 
references in first letter. THE A. FISS COMPANY, 3939 Olive St., 
St. Louis, Mo. 





Geo. W. Diener Mfg. Co. 
400 N. Monticello Ave., Chicago, lil. 


WATCH 
HARDWARE AGE 


for timely 
hints on 


GREATER SALES OF 
SPORTING GOODS 




















PREMAX TENT EQUIPMENT 
IS PARKERIZED 


HAT means that the steel stakes and telescoping 
tubular steel tent poles made by Premax are 
rustproofed. 
When you tell your customers Premax is Parkerized 
they’ll know the product is good. 
For Parkerizing costs money and only good products 
can afford it. We’ve put the quality there to make 
them easily sold. 
Samples and prices on request. 


PREMAX PRODUCTS 


Niagara Metal Stamping Corporation 
Niagara Falls, New York 
Dept. HA-6 


CAPITOL sevcncsacrive 


The handiest of all lawn 
tools. Makes a lawn look 











neat, well cared for. 


It’s easy to trim and edge 
with the Capitol. 


That’s why the demand has 
increased from year to year. 


Granite State 
Mowing? Machine Company 


HINSDALE. N H 
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Choice of the most discriminating 
mechanics~Sand's Aluminum 


Sand’s 
Aluminum 
Levels 
















Sand’s Aluminum Levels 
are made in three 
classes—6”"", 9”, 12” 4 
glasses, 2 plumbs, 2 lev- 
els for the millwright 
with a V or Grooved Bot- 
tom for leveling shafting, 
etc.—18”’ (4 glasses sin- 
gle plumb and _ double 
level) 24”, 26”, 28’ and 
30°" six glasses, four 
plumbs, 2 levels for the 
carpenter, 42” for the 
mason, 6 glasses, double 
plumb and double level. 
































Pick up a fine Sand’s Aluminum 
Level, balance it, test it, and you are 
handling a work of art. 


For a fine product can be just as truly 
a masterpiece as any painting or luxury 
item. 


Virgin aluminum, to begin with. Rigid 
inspection for flaws, then milling for 
parallelism. Openings are milled to 
exact depth, levels sanded, and re- 
sanded. 


Inspection carries on to the final 
straightening test, glasses set by expert 
glass setters—men of years of experi- 
ence. After glasses are set—levels go 
into an oven for 10 to 12 hours—to 
thoroughly dry out the plaster paris. 


Inside of vial circle is painted. This 
stands 12 hours—vials are polished. 
Then comes the most important thing 
in a level “locating arc of the curve.”’ 
This is where Sand’s “Factory-Built-in 
Accuracy” comes in. It is widely im- 
itated but never excelled. 


Sand’s Aluminum Levels are abso- 
lutely correct and water, rust and dirt 
proof. They are perhaps the finest 
examples of level art. The increasing 
demand seems to sharply indicate an 
increasing preference. Sand’s “Fac- 
tory-Built-in Accuracy” is an insurance 
of quality. 


Sand’s Level and Tool Co. 


8629-37 Gratiot Ave., Detroit, Mich. 


Sand’s sole distributors of Stevens line levels! 


Sands Levels, Plumbs & Icals 


Sands Levels Tell the Truth. 
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Model 11— 
12-gauge 
autoload- 
ing shotgun. 
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THE SHELL THAT LEADS 'THE LARGEST SELLING 
LINE—NITRO EXPRESS—REMINGTON GAME LOADS 


EALERS throughout the country report remarkable saleson Rem- 

ington Game Loads during the season just passed. Now isthe time 

to anticipate requirements for next fall to be sure of an ample stock 
when the coming season opens. 


Nitro Express Extra Long Range Loads answer the demand of sports- 
men for greater killing range for field and waterfowl shooting. They 
have the greatest velocity ever developed in shotgun shells within the 
iimits of breech-pressure safety; and they are the lowest priced long range 
loads on the market containing the maximum powder and shot charge. 
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Remington Game Loads are the only loads scientifically loaded to a pre’ 
determined, uniform standard of velocity, pattern and penetration with 
moderate recoil. Made wetproof top-wad, crimp and body by Reming- 
ton’s patented process. They will outshoot, shell for shell, any make or 
brand of specified loads. That’s why they are the largest selling line of 
shells on the American Continent. 


Place ee order with your jobbers’ Salesman now, and be prepared for 
record sales this fall. 


REMINGTON ARMS COMPANY, Inc. 
25 Broadway Established 1816 New York City 


Kemingion, 


RIFLES AMMUNITION SHOTGUNS GAME LOADS CUTLERY CASH REGISTERS 
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Watch for important announcement in the April issue of the Lion’s Share 











